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RECEIVED 

Storz Stations 801 1 5 lS56 
St atxis Rep ox*i? c GmRAi l, brary 



MINNEAPOLIS-ST. PAUL 

Now in' first place, per all-day Hooper average! Spectacular 
growth per latest Nielsen, and per latest Pulse. Talk to JOHN 
BLAIR or WDGY CM Steve Labunski. 



SB OMAHA 

Now in its sixth year of first place dominance. Latest Hooper — 
47.7%. First on latest Pulse and latest Trendex, in all time 
periods. Contact ADAM YOUNG INC. or KOWH General 
Manager Virgil Sharpe. 



KANSAS CITY 

First per Hooper, first per Area Nielsen, first per Area Pulse, first per 
Metro Pulse. 85% renewal rate among top 40 advertisers proves 
vitality. See JOHN BLAIR or WHB GM George W. Armstrong. 



NEW ORLEANS 

Still rocketing, still leading, with increasing margins all the time, per 
latest Hooper. And wait 'til you see that newest Pulse. Ask ADAM 
YOUNG INC. or WTIX GM Fred Berthelson. 



MIAMI 

Now bringing Storz music, news, ideas, excitement to all of 
Southern Florida, with 5,000 watts on 560 kc. WQAM is already 
a fine Miami buy, as JOHN BLAIR or GM Jack Sandler will 
demonstrate. 

So today, i)i all of these important markets, 
you choose well when you choose 

T]n_e Storz Stations 

Today's Radio for Today's Selling 

Toclcl Storz, President 




EATURE FILM'S 
IMPACT ON TV 

page 27 



Is auto spot 
a ModeU? 




FARM RADIO -TV 
SECTION 

starts page 39 



Does the U.S. 
farmer still 
have money? 

page 40 




Results Keep K P R C - T V First in Houston 

One supermarket chain sold 216,000 boxes of strawberries 
in less than three hours as a result of a single 
20-seeond announcement on KPHC-TV! For more than 
seven years advertisers have known the dynamic and frequently 
dramatic selling power of Houston's Channel 2. 
Today more than 250 local, regional and national spot 
advertiser* are selling the Golden Gulf Coast market 
via K PRC-TV. Accelerate your sales. 
Use Houston's experienced station . . . KPKC-TV. 



FIRST IN TV — WITH OVER 700 



KPRC-TV 

HOUSTON 




CHANNEL 



JACK HARRIS, Vice President and General Manager 
JACK McGREW, National Sales Manager 
Nationally Represented by 
EDWARD PETRY & CO. 



MAN-YEARS EXPERIEN 



CF puts shows 
on sharing block 



20th Century- 
NTA deal 
pending 



Englander may 
stalk Sealy 



NBC's WBUF 
enjoys conversion 
boom 



Report Kintner 
resigns 




Edwin W. Ebel, G eneral Foods marketing v. p., wi ll entertain any co- 
part ic ipat ing offers for the 4 half-hour shows the account has debuted 
on the networks this fall. The shows: Hiram Holliday, Zane Grey , 
77th Bengal Lancers and West Point . The reason: because of changing 
market conditions for some of its brands, GF finds its tv budget some- 
what overextended. Quarters involved are the last of this year and 
the first one of next year. GF's budgetary year ends 31 March. 

-SR- 

Deal for National Telefilm Associates to acquire 400 additional fea- 
tures from 20th Century-Fox was still in negotiating stage at SPON- 
SOR'S presstime. Spyros Skouras, 20th' s chairman, told SPONSOR 
negotiations had not yet reached stage where he could present final 
proposition to his board. Skouras admitted deal involved a partner- 
ship in NTA's film network, but said extent of 20th' s participation 
in the network had not been ironed out. 

-S3- 

Englander bedding is mulling a novel coverage pattern for manufac- 
turers with plants located in multiple parts of the U.S. The plan, 
as submitted by North Advertising, Chicago, calls for buying spot tv 
campaigns on clusters of stations. There would be a cluster for each 
of Englander 's 16 factories. The choice of markets would be deter- 
mined by this yardstick: whether the station's area is close enough 
to the nearest factory to make it profitable to ship to that area. 
Englander spot campaign would entail around $1.5 million. The com- 
petitive target: Sealy co-op groups which represent 31 factories. 

-SR- 

Revealed by NBC during dedication of its WBUF television center 11 
October: as result of high-powered promotion campaign since network 
took over WBUF, uhf conversion has gone well over 50% and sales of 
all-channel set s have b oomed. RCA distributor said September sales 
doubled August's, GE distributor reported 35% increase in September. 

-SR- 

Is Robert Kintner resigning as ABC president? Officially, at SPON- 
SOR'S presstime, ABC-Paramount Theaters Inc. spokesman denied report. 
But this was unofficial story from multiple sources: (1) Board asked 
for Kintner 's resignation in meeting last week; (2) announcement would 
follow settlement of Kintner' s contract which has 15 months to run. 



This is SPONSOR'S last bi-weekly issue. First weekly out 27 October 

This issue, SPONSOR'S 229th in 10 years of publishing, is the 
last bi-weekly; on 27 October SPONSOR goes weekly. Readers will 
find the new weekly completely redesigned, news-paced and packed 
with new features but built around the basic use article format 
of SPONSOR bi-weekly. For SPONSOR'S editorial promise to its 
readers and more detail on SPONSOR'S weekly concept, see p. 136. 



SPONSOR. Volume 10. No. 21. 13 October 1956. Published biweekly by SPONSOR Publications Inc. Executive. Editorial. Advertising. Circulation Offices. 40 E. 19th St.. New 
York 17. Printed at 3110 Kim Ave., lialtlniore. Md. SS a year In U.S. J9 elsewhere. Entered as second class matter 29 Jan. 1918 at Baltimore postoffice under Act of 3 Mar. 1879 



Itri'OItT TO SIMKVSOKS for 15 October 1 !>.><» 



Why Pabst 
quit Wed. fights 



5 looming spot 
tv campaigns 



New record sales 
for spot radio 



Monopoly reports 
likely in Jan. 



Philco's return 
net tv undecided 



ARF study may 
measure tv ads 



Pabst ' s decision to quit sponsorship of the Wednesday night fights 
on ABC was based on multiplicity of reasons: These include: (1) sales 
have been steadily going down and a new president has taken over ; (2) 
familiarity with the commercial theme on these fights the past 7 years 
has made it increasingly tough to excite the consumer; (3) realisa- 
tion of "too many eggs in one basket" (percentage of the ad budget in 
tv) for too long and (4) Pabst ' s top management had become disturbed 
about the scandals accruing from the boxing business the past year. 
How this ex-fight money will be allocated or what agency will spend 
it has not been disclosed. Leo Burnett got this $4-million account 
from Warwick & Legler early last year. 

-SR- 

Some spot tv buys coming up: (1) Birdseye (Y&R) in Philadelphia, L.A. 
and other markets, with plans for a line kid show, if available; (2) 
Chrysler (McCann, Detroit), I.D.'s, 20 and 60-second films, 28 Octo- 
ber-16 November; (3) Kaiser Aluminum (Y&R), daytime 20 seconds and 
minutes, in about 25 markets, 8 weeks starting 29 October; (4) Fletch- 
er's Castoria (Sterling Drug-Carl Brown Co. agency), daytime minutes 
and chainbreaks in around 20 markets; (5) Revlon, for new products, 
(Emil Mogul), prime minutes and chainbreaks for 10 weeks in test 
campaign in several markets. 

-S3- 

Saturation campaigns contributed by the cigarettes and the automotives 
should in themselves suffice to make this a record fall in spot radio. 
Meanwhile SRA reports August sales in spot radio showed an increas e 
of 28.5% over the August, 1955 total. The figure for this August was 
$10,601,000. The first 8 months of 1956 were ahead of the like period 
1955 by 21.5%. Both August sales and this year's 8-months' tally 
represent peaks. 

-SR- 

Two congressional reports that will be of great interest to tv adver- 
tisers will probably be issued in January. One is the Celler House 
An t i-Trust Committee's conclusions on alleged monopoly hearings. 
Other report will deal with findings and recommendations stemming 
from probe conducted by Magnuson Ssnate Commerce Commi ss ion on similar 
subj ect . 

-SR- 

No decision by Philco whether with switch of its advertising to BBD0 
1 January it will return to network tv . Philco advised SPONSOR it 
was t oo early to tell what new medi a allocat io n would be. With co-op 
included, ad budget on new year could run to over $12 million. No 
announcement at SPONSOR presstime of Zenith's new agency home. BBD0 
has been handling all Zenith but hearing aid. 

-SR- 

ARF's PARM Study Committee has corns up with new method for measuring 
the readership of printed media which may be applied to all visual 
media, including tv . The device will be unveiled at an ARF confer- 
ence 29 November. PARM stands for Printed Advertising Rating Methods. 

-SR- 

(Spnnxur tit'parts t'tmttiiufs jmi</«* 
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MORE 



LOCAL 



AND MORE 



NATIONAL 



ADVERTISERS 



USE 



WPEN 



THAN 



ANY 



OTHER 



PHILADELPHIA 



RADIO 



STATION 



Represented Nationally by GIU-PERNA INC. - New York, Chicogo, Los Angeles, Son Froncisco 
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ARTICLES 



Eeature Hhn's spectacular impact 

Avalanche of major-studio Hollywood product will have far-reaching impact on 
tv, changing spot buying patterns, affeciing role of independents, boosting 
fringe time 

Is Detroit's spot stratcau a media Model-T? 

Are automotives getting their spot dollar's-worth? SPONSOR visits Detroit, 
analyzes factors ir. car companies' mis-use of spot radio and tv 

C«n Elvis sell soup? 

Elvis and rock-'n'-roll have captured the teenage audience. Here is an evalua- 
tion of this teenage market as real and potential consumers 

llelene Curtis' race with tv 

Network tv gets more than half of Helene Curtis Industries' $10 million ad 
budget, with multiple-show pattern selling multiple-product line of toiletries 

So uour Uuilaet is too low for tv 

SPONSOR recaps and evaluates the advertising pattern that has increased 
Freirich tongue's sales by 200% during the product's first 12 months on the air 



.Ti ll AXXI AL SECTION — starts paae 

1. The I'.S. farmer: better off in iiiffiii/ waus 

While farm prices are a problem, fewer farmers are sharing farm wealth. 
Stories in chart form detail farm mechanization, growth of family amenities 

2. Status of farm radio ami tv 

Programing to radio and tv's biggest specialized audience is increasing. Farm 
tv is growing in importance as tv ownership increases 25% in one year 

.'{. Iff mi ratlio-tv stations 

A cross-section of farm radio and tv stations with facts about amount of pro- 
graming, names of farm directors, power, frequency, network affiliation, etc. 
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COM I NC 



Eirst issue of the new weekly SPOXSOK 

Read ers will find many changes in the new weekly SPONSOR from a com- 
pletely redesigned format and cover to the date of issue which is designed to 
put copies in readers' hands just before each weekend 27 Off, 



/Of/* anniversary section 

First weekly issue falls on SPONSOR'S 10th anniversary. Features include a 
profile of Cameron Hawley, author of "Executive Suite," who was the first Mr. 
Sponsor we interviewed 10 years ago, a historical cavalcade of the industry; 
many other keepsake features ** ' *)ct. 



DEPARTMENTS 



AGENCY AD LIBS 

AGENCY PROFILE, James S. Bear 

FILM NOTES 

49TH & MADISON 

MR. SPONSOR, Harry Patterson 

NEW & RENEW 

NEWSMAKERS 

NEW TV STATIONS 

P.S. 

RADIO RESULTS 
ROUND-UP 
SPONSOR ASKS 
SPONSOR BACKSTAGE 
SPONSOR SPEAKS 
TIMEBUYERS 

Editor and President: Norman R. Glenn 

Secretary-Treasurer: Elaine Couper Gl( 

Vice President-Genl. Manager: Bernard 

Executive Editor: Miles David 

News Editor: Ben Bodec 

Senior Editors: Alfred J. Jaffe, Eve yn Kc 
W. F. M'ksch, Jane D. Pinkerton 

Assistant Editors: Robert S. Solotaire, Li 
Morse, Joan W. Ho land, Erwin Ephron 

Contributing Editors: Bob Foreman, Joe ( 

Art Editor: Phi Franznick 

Photographer: Lester Cole 

Advertising Director: Arnold Alpert 
Advertising Department: Charles W. Go* 
New York Headquarters; Kenneth M. r* 
Midweit Manager; Edwin D. Cooper, Wt 
Manager; Jean Engel, Production Man 
Charles L. Nash, Marilyn Krameisen, Gf 
Becker 

Circulation Department: Milton Kaye, 
Bynoe, Emily Cutillo, June Kelly 

Administrative Coordinator: Catherine S 

Rose 

Accounting Department: Laura Oken, I 
Fazio 

Secretary to publisher: Carol Gardner 
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MORE AUDIENCE THAN 

ANY STATION IN HOUSTON 



THAT'S WHAT 



WNBF-TV, BINGHAMTON, N.Y 

DELIVERS DAY AND NIGHT 
SEVEN DAYS A WEEK-AT 

LOWER COST PER 1000. 

YOUR BLAIR-TV MAN HAS 



THE EVIDENCE FOR YOU. 



Also more oudience thon ony 
station in Baltimore, Konsas City, 
Buffalo, Minneapolis-St. Poul, 
Milwaukee and other major 
markets; at lower cost than 
every station in eight out of 
the ten major markets. 
Telepulse, December, 1955. 




WNBF-TV 

BINGHAMTON, NEW YORK 



Channel 1 2 



NBC-TV • ABC-TV 




operated by: Radio and Television Dlv. / Triangle Publications, Inc. / 46th & Market Sts., Philadelphia 39, Pa. 
W FIL-AM • FM ■ TV, Philadelphia, Pa. / WNBF-AM • FM - TV, Blnghamton, N.Y. 
WHGB-AM, Harrlsbur 9. Pa- / WFBO-AM • TV,* 1 '"" 3 ' Pa- / WNHC-AM • FM • TV, New Haven, Conn. 
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We have 
the Prettiest 
Listeners ! 

No, the surveys do not measure 
audience pulchritude . . . yet. 

But the most beautiful girl in 
California is a KBIG fan — Shirlee 
Garner Witty, shown arriving from 
Catalina at the Long Beach Miss 
Universe contest. Shirlee won the 
KBIG MISS CATALINA beauty 
contest, then went on to become 
MISS CALIFORNIA. 

If you still think a pietl\ girl ad should 
point a moral, well . . . 

1. Thousands of Soul hem Calilornians, 
pretty and otherwise, aie magnet i/cd to 
KBIC by a quality music news opera- 
tion, plus continuing advertising and 
promotions like the MISS CVI VLINA 
exploitation. 

2. Awaids, more inanimate (hut more 
significant) ciowd the KBIC mantel . . . 
the four annual Golden Mikes of the 
Radio I ele\ ision News ( Hub of Soul hci u 
California, the California Stale l ait Pub- 
lic Acceptance \waid, the eight plaques 
of the R\B Radio (.els Results contest 
and the similar trophies of the Adver- 
tising Association ol the West and I os 
\ngcles Advertising Women. 

Your Weed man tail interpret how the 
vitality and prestige ol K.BIC lit the 
same qualities of your advertising. 





LJkbig 



A) V I The Catalina Station 



lO.OOO Walls 




JOHN POOLE BROADCASTING CO. 

6540 Suninl Blvd.. Lot Angelei 28, California 

T«l»phon«: HOllywood 3-3705 

Nat. Rep. WEED and Company 






Hoy S. DurstUw. Jr.. Roy S. Durstinr, Inc., 
hew York, i.s a creative account executive with 
that agency. He asks: "Hare you ever noticed a 
client's jace turn gray when next year's media 
l>lan is presented and you come to the section 
marked 'television?'" Says he: "Almost the first 
reaction is the comment, 'Hut are you sure we're 
big enough?' Many advertisers, small and large, 
who could get excellent results from television 
arc being scared off because they don't realize 
what good use can be made oj this medium with- 
out spending millions jor time and talent. \obody's 
afraid of newspapers, which are bought simply on 
the basis that they can sell merchandise. There 
are a great many tv salesmen who emphasize 
sales power rather than the size and hoopla of 
packages. Hut more of them are needed." {See this 
issue, "So your budget's too small for tv," page 36.) 

It avid A. ffroiru of Girentlier, Brown & Berne, 
Inc., Cincinnati, Ohio, states that at his agency, 
"we are firmly convinced that no station or pro- 
gram whether television or radio has a lock 
on all the listeners. And whenever you find a top- 
rated program you can start looking for a 'sleeper' 
on another station which, when properly programed, 
can produce a winner for some client. Orson Wells 
proved this when he panicked the country oppo- 
site Jack Benny -and every year television pro- 
duces 'giant killers' who slay the top-rated pro- 
grams and stars. These are the buys we look for. 
particularly for local and regional clients who are 
on the verge of being priced out of the tv mar- 
ket by spiralling rates. Similarly, we've often 
been able to deliver more impressions with a 
block oj carefully selected B and C times than 
can be done with a single AA announcement which 
costs much more than the daytime total." 

.#«<•<! iH'fiiM* Muovc. BBDO, \ ew York, feels 
that great radio impact may be achieved in the 
late afternoon. In her words: "When, buying 
time, the best slot is still the early morning for 
a general audience. Ilouever, the period from 
1:00-6:00 p.m. should not be overlooked. True," 
Jacqueline continues, "you do get a lot of stations 
programing to the teenager at this time; but more 
and more stations are realizing that there is a 
growing number of men driving home from work. 
This is the time to remind them to pick up the cli- 
ent's product particularly beer, shaving aids, auto- 
motive products and the like. More and more 
stations are adapting a musicand-neus format 
and are adding such extras as programs for the 
drivers, community projects and remote neics pickups 
thereby giving an individuality to the station." 



() 
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SHREVEPOR1 



MAKES SPLASH IN TURKEY CREEK! 



CWKH inundates an 80-county daytime SAMS area, 
covering an almost endless list of cities, farms 
and settlements — including even Turkey 
Creek (La.) ! 

Ve're "in the swim of things" at home in Shreveport, 
too. The March, 1956, Pulse credits KWKH 
with top rating in 55' \ of all daytime quarter 
hours— IN 100' ( ' OF ALL NIGHTTIME 
QUARTER HOURS! 

2ost-per-thousand homes is 46.4' , less than the second 
Shreveport station. Get all the facts from 
The Branham Company. 



KWKH 

A Shreveport Times Station 
I TEXAS 



SHREVEPORT, LOUISIANA 




MISS. 




Nearly 2 million people live within the KWKH day- 
time SAMS area. (Area includes additional counties in 
Texas, Oklahoma and New Mexico not shown in map). 



ARKANSAS 



50,000 Watts • CBS Radio 



The Branham Co. 
Representatives 



Henry Clay 
General Manager 



Fred Watkins 
Commercial Manager 



KPQ 

RADIO RANCH 

Wenatchee, Wash. 

Covers an 

11 County 
farm belt 

of the Pacific Northwest 

Naturally, as an ad manager, AE, 
or time buyer, you want some facts 
and figures. Okay, the area covered 
by KPQ ranks first in the nation in 
apple production, second in pear, 
third in apricot and cherry, and 
fourth in wheat production. In ad- 
dition, farm publications will show 
you that the I l-county area is im- 
portant in beet, low crop, seed 
crop, livestock and feeder cattle 
production. ALL THIS, plus nearly 
a million new acres of Columbia 
Basin farm land just coming into 
production. 

This Area Represents 




of Washington's Farm Income 

Total annual income of the area is 
$505,867,000. Each man, woman, 
and child has $936.80 to spend — 
well above the national average. 

Yes, and we of 
KPQ have dirt 
between our toes, too 

Sure we get out and ride the trac- 
tors, look over the stock, check the 
fruit and field crops. And we take 
our tape recorder with us, or bring 
the farmers and extension agents 
back to the studio for personal in- 
terviews. KPQ's farm news and farm 
sh ows are made up of PEOPLE 
WHO KNOW. The farmer likes it 
this way, the advertiser likes it this 
way, and we like it this way. 

5000 W 
560 KC 

2 Farm Shows 
Daily 

5.25 to 7 am 
12:30 to 1 pm 

Represented nationally by Forioe and Co., 
regionally by Moore and Lund. Seattle. 
Write us for any farm and market in- 
formation you want. If we don't have it, 
we II set it 1 





by Bob Foreman 

The trade press thrives on e/o.vvip 

Among the more un>avorv traits of adolescence manifest 
1 y our fair industry are a burning love of go-sip and a press 
that thrives on same. Since accuracy i- seldom a criterion 
of juicy chitchat, much of v\hat we read about our business 
is either devoid of fact or merely tinged by it. I regret that 
sometimes (thank goodness) rarely, the above can be applied 
to the chaste pages of the magazine to which I contribute. 

For example, in the opening page's of a recent issue our 
editors leaned rather heavily, twice in fact, on a reference to 
the ad agency which employs me, stating flatly that a recent 
occurrence there demonstrated both a loss in favor and a loss 
in billing on one of our accounts. Neither is the case. 

It just so happens that 1 was part and parcel of the tele- 
vision decisions made by this advertiser which, a> a result of 
some rather adroit moves, surmounted the inflexibilities of 
network television and made possible a seasonal u«*e of the 
medium in Cla>s "A" time, on a major network, with top- 
drawer programing. 

In addition to a large increase in television dollars, this 
move was made through the agency which employs me and 
established ns as agency -of- record for both network proper- 
ties, the advertiser's first venture into programs. Now if this 
he lo>s of favor, make the most of it, ye editors! 

I suppose it is a bit unfair for me to point a finger at the-e 
gentlemen since their competitors are equally fanciful. Hut 
I nnist sav. in defense of the practitioners of thi> business 
(in contrast to the w riter>-abont-it). that there is deep, con- 
tinuous, and well justified resentment of the loo-e-tonmied 
type of commentary we are so often subjected to and are 
the subjects of. 

i Please turn to page <">()) 



Letters to Hob Foreman tire lreleometl 

Do you always agree with the opinions Boh Foreman ex- 
presses in "Agency Ad Libs?" Bob and the editors of sponsor 
would he happy to receive and print comments from readers. 
Address Bob Foreman, c o sponsor. 10 E. 49 St., tXetv )'orIc. 



V, 
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A New Link in the Chain of 



COMMUNITY SERVICE 




Owned and operated by The WKY Television System, Inc. 
WKY-TV and WKY Radio, Oklahoma City • WSFA-TV, Montgomery, Ala. • WTVT, Tampa, Fla. 

REPRESENTED BY THE KATZ AGENCY 




Put your small change in Rat 



in your sales 



*You'i*e looking at a lot more coin than you think. 
Adds up to eighty-two dollars, when you take a close look. 

And spot radio today is coining a lot more money than you might think. 
The reason's simple. More and more advertisers arc learning this basic fact: 
for j nut a small part of your budget, i/ou can reach more people, 
more often, with radio than with atuj other medium. 

When ijon want to coin money in the country's It richest markets, call. . . 

C P> S H A I) I () S POT 8 A L K S 

lteprewntinic WCIIS. New York — W111IM. Cliicano— WCCO. Mlnm>ni>olis SI. Piinl 

KXX. Lo* AmfcU'K — WC.U". IMiilndolphla - WEKI. IkMton — KMOX, St. Loulii - KCltS. Sun Frnncixco 
WHT, Charlotte- W liVA. Hichmond — WTOP, Washington — KSI.. Salt Lake City — KOIN, l'ortliinil. Ore 
WN1B1S, JuckHonville — The Columbia Puciflc and Columbln Now F.ntJlaiid Uadio Networks. 



NOW ... Hooper and Pulse Agree! 





Radio Station in Houston is 






Hooper May thru July 1956 




Monday thru Friday 


Monday thru Friday 


7 A.M.— 12 


Noon 


12 Noon — 6 


P.M. 


(Sample Size — 


-18,628) 


(Sample Size — 


■23,040) 


KNUZ 


23.0 


KNUZ 


23.2 


Net. Sta. "A" 


— 12.1 


Net. Sta. "A" 


— 12.5 


Net. Sta. "B" 


— 9.4 


Net. Sta. "B" 


— 8.4 


Net. Sta. "C" 


— 11.7 


Net. Sta. "C" 


— 11.8 


Net. Sta. "D" 


— 13.8 


Net. Sta. "D" 


— 7.7 


Ind. Sta. "A" 


— 5.9 


Ind. Sta. "A" 


— 7.2 


Ind. Sta. "B" 


— 6.7 


Ind. Sta. "B" 


— 9.6 


Ind. Sta. "C" 


— 13.8 


Ind. Sta. "C" 


— 11.1 



Now . . . K-NUZ is the Leader by a GREATER MARGIN — 
Yet the rates are Low, Low, Low! Join the Rush foi 

Choice Avails. 

In Houston the swing is to RADIO and Radio in Houston is . . . 




HOUSTON'S 24 HOUR MUSIC AND NEWS 

National Reps.: Forjoe & Co. — 

New York • Chicago • Los Angeles • 



San Francisco • Philadelphia • Seattle 



Southern Reps.: 

CLARKE BROWN CO.— 

Dallas • New Orleans • Atlanta 



IT QiJ 




i 



maoism 



IN HOUSTON, CALL DAVE MORRIS, JAckson 3-2581 



sponsor invit-es letters to the editor. 
Address 40 E. 49 St., New York 17. 



SPOT BUYING PROBLEMS 

Your article in the 17 September 
issue on "How to make spot radio and 
t\ easier to buy" was an excellent ap- 
praisal of a very perplexing problem. 

I tell these same things to any 
broadcast media salesman who will 
listen to me. And I don't stress all of 
the complications involved in time- 
buv ing just to complain. 1 explain 
our many problems along these lines 
to salesmen (and many of thein are 
\ery close friends of mine I because I 
am firmK convinced that a great many 
of them lose business because the ap- 
proach to buying print media is so 
much simpler than broadcast. 

One of our chief problems is in get- 
ting complete and accurate informa- 
tion. Invariably, we must call back 
two or three time:- for additional in- 
formation ( that we had asked for orig- 
inallv ) or for clarification of avail- 
abilities submitted. 

We. too. have experienced difficulty 
in having spots go on the air as or- 
dered. For example, we placed a 
healthy spot tv schedule this spring for 
General Petroleum Corp. Four of the 
five spots that were scheduled for the 
first air date did not run and . . . you 
guessed it . . . the client was watch- 
ing ! 

Hilling is also another major prob- 
lem. We placed a schedule on about 
34 t\ stations last May and there is 
still one invoice that is incorrect even 
after main, main letters to the station 
im oh ed ! 

This is a pet peeve of mine . . . 
probablv because it is one phase of 
media selection that could stand the 
most improvement. I'm working to 
Ir) lo solve some of I lie problems and 
1 hope Fin not alone. 

Gkohgk Anthony 
Media director 

Strom berger, La I erne, MeKenzie 
Los Angeles 

• H.nilir A ii I !•<>■■> is not nl SPONSOR. TP- 

reiving in ji ii > lftli-rs. roiicrrniiip lliis ]i r«i lili-m . 
will f'oiitiuiK' its finli! to nnikr vpot r:iMrr to luiv. 
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YOUR Q, 

FOR COLOR 




Chicago homemakcrs get bright buying ideas in color 
these clays from "Hob and Kay with Eddie Doncctte." 
This mid-day WNBQ favorite (12:30 to 1:30 pm daily) 
currently sells in color h>r such leading advertisers as 
American Home Foods, Coty, Inc., International Ccllu- 
cotton and Rockwood Candy. 

The stars of this show — Hob Murphy, Kay West fa 11 and 
Chef Eddie Douccttc — have sold successfully for more 



than 200 advertisers on WNBQ since 1950. And "Hob 
and Kay with Eddie Douccttc*" is onl) one of many 
programs included in the more than 30 hours of local 
WNBQ coioit now presented weekly for ovei 10 local 
and national spot advertisers. 

This is your cue to sell in ecu or, too. By all means the 
place to do that is W'XHQ, where color, is proven 
through and through. 




on leadership station in Chicago SOLD BY 



SPOT SALES 



SPONSOR 



15 OCTOBER 1956 



13 



WCDA-B 
WAAM 
WBEN-TV 
WJRT 
WFMY-TV 
WTPA 
WDAF-TV 
WHAS-TV 
WTMJ-TV 
WMTW 
WRVA-TV 
WSYR-TV 



The only 
exclusive TV 
national 
representative 



Albany 
Baltimore 
Buffalo 
Flint 

Greensboro 
Harrisburg 
Kansas City 
Louisville 
Milwaukee 
Mt. Washington 
Richmond 
Syracuse 



Harrington, Righter and Parsons, Inc. 

NEW YORK, CHICAGO, SAN FRANCISCO, ATLANTA 





listeners than any 
other Baltimore 
radio station . . . 

< *77tore PUSH }or your Aaled meddage 



I 



MEMORABLE EVENT 

I want yon to know that I deeph 
appreciate the splendid story and edi- 
torial w hich sponsor published in con- 
nection with in) 50th anniversan in 
radio, television and electronics . . . 
thank you for all you did in print to 
make it a most memorable event. 
David Sarnoff 
Cliainnan oj the Board 
Radio Corporation of America 
i\'ew 1 ork, A'. }'. 

NEGRO RADIO 

Just completed a thorough reading 
of the special annual Negro Radio is- 
sue, and as usual it's a honey. 

I am certain that man) other per- 
sons like m\ self engaged in broadcast 
planning and buying will find it an in- 
dispensable reference tool. 

Just one correction however, which 
1 feel should be noted. On page 43 
)ou devote a number of paragraphs 
to the use of Negro radio in the New 
York area b) our client Liebinann 
Breweries on behalf of Rheingold 
Beer. The schedules referred to ( as 
reported b) Broadcast Advertisers Re- 
ports) are not the special Negro sched- 
ules, since BAR only monitors the net- 
work affiliates and top independents. 
.'Therefore the total of 88 announce- 
ments weekl) you refer to is actualb 
a small part of the week- in and week- 
out regular schedule. . . . 

Peter M. Bardacii 
Foote. Cone & lidding 
Yew York; V. )'. 

I believe as a whole, the (Negro) 
edition is well put together, informa- 
tive, and explains the tremendous po- 
tential of the nation-wide \egro mar- 
ket. 

There is just one thing which causes 

some concern, as follow >: 
On page 18 w e are listed w rough 
as is the Flint station. Also, it does 
not mention our national rep., the 
John E. Pearson Company. 

On page 22. under the Michigan 
heading, our call letters are listed iu- 
con eclh . 

I understand per feel h what a monu- 
mental job it has been to compile all 
I he figures. However, we are disap- 
pointed that the above errors had to 
be concerning WCI1B. 

William J. Joky 
Ceneral manager 
WCUli 

Inkster-Detroit 
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The 

KING HAS ARRIVED 

Along with such stars as 



SPENCER TRACY 
JOAN CRAWFORD 
ROBERT TAYLOR 



THE MARX BROTHERS 
GREER GARSON 
KATHERINE HEPBURN 




in the 

FABULOUS MGM FEATURE FILMS 

at 9 p.m. 

EACH NIGHT ON CHANNEL 2 



THE WORLD PREMIERE OF THE 
M-G-M MOVIE THEATER STARTED 
OCT. 8TH ON DENVER'S CHANNEL 2 

These Accounts are Already Participants 

WHITMAN SAMPLER CANDIES COLGATE, HALO SHAMPOO MILLER'S SUPER MARKETS 
AMERICAN CHICLE, CLORETS LEVER BROTHERS, WISK DOWNING'S APPLIANCES 

PLYMOUTH ARMSTRONG TIRES TOWN TALK BREAD 

Availabilities Going Fast 

HOW ABOUT YOU? 



Special introductory rates. Act now! Contact any Blair Television 
Associates Office or phone collect ... Hugh Ben Larue, Executive 
V.P., KTVR . . . KEytone 4-8281, 550 Lincoln St., Denver, Colorado 



KTV 




f of ike * 
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THE VIRGINIANS: 

one of a series of paintings 
of Washington by William Walton 
commissioned by WTOP Television 

at Broadcast House, Washington, D. C. 
Operated by The Washington Post Broadcast Division 

Represented by CBS Television Spot Sales 
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THE VIRGINIANS by William Walton. 
Seventh of a series of paintings of Washington 
commissioned by WTOP Television 

at Broadcast House, Washington, D. C. 

Operated by The Washington Post Broadcast Division 

Reprints oj this scries available on request. 




6)' Joe Csida 

Moral for Stevenson find oilmen: watch intrusions 

The agency and broadcaster brains behind the television 
and radio phases of the Democratic campaign ran into a little 
difficulty with one of their video vote-getting gimmicks last 
week. The Dcms bare purchased five-minute filmed "spots" 
to play after some of the higher rating shows. One such spot 
is a "Name That Candidate" film, which was slotted after 
the Name That Tune show on CBS TV Tuesday night. On the 
>how that stanza were a Mr. and Mrs. Reuben Keil. who had 
been wed the week before their appearance on Tune. Mrs. 
Keil had won $20,000 on the show, and pictures of her wed- 
ding were being shown, when suddenly the show was eut off 
the air. and the Stevenson political film run in its plaee. 

Letters, phone calls and wires poured in on CBS. The 
following day Stevenson wired George DeWitt, the emcee of 
"Name That Tune," as follows: 

"Sorry about abrupt switch of show. Neither I nor Sena- 
tor Kefauver nor the Democratic National Committee in- 
tended to deprive your show of the elimaetie last moments 
. . . of suspense." 

Mr. Stevenson's apology was read over the air by DeWitt 
but as is usually the ease in situations of this kind, there was 
no way of telling how many of the viewers who had seen the 
eutoff, and resented it, were tuned in to the apology. 

There is no way of telling, certainly, how many of the 
viewers resented the intrusion of the Democratic political 
pitch enough to vote Republican. The incident, of course, 
points up one of the dangers in the spot technique described 
above. 

Viewer resentment of this nature brings to mind another 
type of "intrusion," which seemingly more and more people 
who watch television are finding unattractive. On many sta- 
tions throughout the country what certainly seems to be an 
exorbitant number of spots are sold as commercial inserts in 
feature film presentations. Here in New York stations have 
reeeived hundreds of letters from viewers elaiming that the 
frequency of eommereial cut-ins completely destroys what- 
ever pleasure the viewer might be able to get from watching 
a good movie on tv. 

Today with stations throughout the country making ar- 
rangements to present the tremendous quantity of fine newlv 
released (for tv) major motion pictures this problem as- 
(Please turn to page 82) 




c^de3 

#1 SYNDICATED 
SHOW IN 
LOS ANGELES 
16.9 RATING, 
25.1% AUDIENCE 
SHARE 



and in San Diego: 27.4 rating, 
47.8% audience share 

Highest rated in its time segment: 
Sacramento: 16.5 
Portland: 17.8 
Seattle-Tacoma: 22.7 
San Francisco: 12.3 

Several east coast and mid-west 
markets sold for fall start. 

Many good markets from coast to coast 
already bought. Yours still available? 

Rating source on request 
Write, wire, phone 

ABC FILM SYNDICATION, INC. 

10 East 44th Street 
New York City 

OXford 7-5880 
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Ratings make tlerr 
but it takes results 




I 

!ie first time — 
e them renew 



7% renewal 




Sure, W1115 dominates Kansas City on 
every national survey. Sure, Storz Station mnsie, news 
and ideas attract tremendous audiences — which in 
turn attract advertisers. Hut it takes results to make local 
advertisers come hack for more. And AVI IB is Kansas 
City's results station. So much so that WIIB has a higher 
percentage of renewals for both local and national 
advertisers than any other Kansas City radio station. 

Talk to the man from Blair, or Willi 
General Manager, George W. Armstrong. 



o/'f of Willi's 10 

largest billing local 
accounts in 1955 . . . 
have renewed in 1956 
. . . with seve ral 
contracts yet to come 
up for rc nerval 1 



WHB 

10,000 watts— 710 JfC. 
Kansas City 



Latest 

METRO PULSE 

Willi first all day mid night. 
W II H first Slid out of 3(H) *j 
hours. In mid out of home, 
Mom. Fri., ('« a.m. midnight. 



Latest 

AREA PULSE 

Willi 1st all day. Willi 1st 
203 out of 2.SS 1 j hours. 25 
second place >. t 's, none low- 
er, Mom. Sat. (i a.m. mid 
night. 



Latest 

AREA NIELSEN 

Willi first all dav and night 
with 42.7'v share of audi 
enee. Willi first every time 
period. Mon. -Sat. (i a. in. fi 
p.m. 



Latest 
HOOPER 

Willi 1st all clay with 4.>.G# 
of audience. Mon. Fri. 7 
a.m. i> p.m., Sat. * a.m. (i 
p.m. 



(•J 



Today's Radio for Today's Selling 



WDCY 

Minncapolis-St. Paul 



WHB 

Kansas City 



WQAM 

Miami 



Represented by John Blair & Co. 



President: 
TODD STORZ 



KOWH 

Omaha 



WTIX 

New Orleans 



Represented by Adam Young Inc. 
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New on Radio Networks 

SPONSOR AGENCY STATIONS 



PROGRAM, time, start, duration 



can Bird Food, Chi 


.C. H. Hartman, Chi 


ABC 




tt. Yonkers, NY 


Bates, NY 


NBC 


191 


-q Foods, Chi 


...FCB, Chi 


ABC 




-Myers, NY 


DCSS, NY 


MBS 


472 


Flint 


Kudner, NY 


ABC 




Prods, NY 


Bates, NY 


NBC 


191 


an Herald, NY 


direct 


MBS 




Jatl Comm, NY 


_. NCK, NY 


MBS 




Specialties, Worcester 


C. F, Hutchinson, Boston 


ABC 




il Foods, White Plains 


Y&R, NY 


ABC 




Motors, Pontiac, Mich 


McM. |&A, Bloomfield Hills, 


MBS 




tr Pontiac 


Mich 






;cr. Wash, DC 


Albert Frank-Cuenther Law, 






NY 


CBS 


74 


Airlines, NY 


direct 


MBS 


455 


les Whittnauer, NY 


_.. V. A. Bennett, NY 


CBS 


73 


jltitu m , Buffalo .. .. 


1 \l/T W Y 

... J W 1 , IN I _ _ ... 


roc 
.LDj 




> Tilford, NY 


Mogul, NY 


ABC 




a-Craft, Batavia, III 


JWT, Chi 


NBC 


190 


a-Craft, Batavia, III 


JWT, Chi 


ABC 




a-Craft, Batavia, III . 


JWT, Chi 


CBS 


202 


iry, Mnnpls 


Camp-Mithun, Mnnpls 


CBS 


37 


r Oats, Chi 


WBT, Chi 


NBC 


191 


:rella, Stamford, Conn 


Mgmnt Assoc of Conn 


CBS 


31 


:rella, Stamford, Conn 


Mgmnt Assoc of Conn 


CBS 


203 


Brands, NY 


Bates, NY 


CBS 


202 


Chi 


North, Chi 


CBS 


203 


Williams, Clastonbury, Conn 


JWT, NY 


MBS 





B.eakfast Club; M-F 9-10 am; 5-min seg; 10 Sept, 26 
wks 

Var Evening Shows; 1-min partic; 17 Sept; 26 wks 
Breakfast Club; M-F 9-10 am; 2 5-min segs per wk; 

6 Sept; 13 wks 

Bob & Ray; M-F 5-5:45 pm; partic; 3 Sept 
Election Returns; Tu 8:30 pm-concl; 6 Nov only 
Dragnet; Tu 8-8:30 pm; 2 Oct; 26 wks; 1-min partic 
Opportunity is Yours; Su 1:25-1:30 pm; 30 Sept 
Polit; Th 9:30-10 pm; 13 Sept; 1 time only 
Breakfast Club; M-F 9-10 am; 3 5-min segs per wk; 
26 Sept 

Breakfast Club; M-F 9-10 am; 3 5-min segs per wk; 
1 Oct 

Notre Dame Cames; Sa var times; 22 Sept; '/ 2 alt 
wks; game season 

Sidney Walton; Su 9:15-9:30 am; 23 Sept; 26 wks 
Treasu/y Agent, Official Detective, Counterspy, Tu, Th, 

F 8-8:30 pm; 7 Sept 
Symphonnette; Su 2-2:30 pm; 30 Sept; 13 wks 
Young Dr. Malone: M&W 1:30-1:45 pm; Vi spon; 
B Oct; 13 alt wks. Helen Trent; Tu & Th 12:30- 
12:45 pm; Vi spon; 9 Oct; 13 alt wks. Our Cal 
Sunday; F 12:45-1 pm; 2 Oct; 13 alt wks 
When a Cirl Marries; M-F 10:30-10:45 am; 5-min segs 
Var Day Shows: 1-min partic; 29 Oct; 20 wks 
When A Cirl Marries; M-F 10:30-10:45 am; 3 5-min 
segs per wk; 1 Oct. My True Story; M-F 10-10:30 
am; 2 5-min segs per wk; 2 Oct; Breakfast Club; 
M-F 9-10 am; 2 5-min segs per wk; 3 Oct 
Amos V Andy; Tu & Th 7-7:30 pm; 5-min segs; 2 Oct; 
24 wks. Mitch Miller; Su B:05-9 pm; 5-min segs: 

7 Oct; 24 wks. Bing Crosby; M-F 7:30-7:45 pm; 
5-min segs; 25 Oct; 24 wks 

Renfro Valley; M-F 4:05-4:10 pm; 3 Sept; 26 wks 

Var Morning Shows; 1-min partic; 1 Oct; 35 wks. 

Monitor; var times; 1-min partic 
Wendy Warren; M, Tu, W 12:05-12:10 pm; 10 Sept; 

52 wks 

A. Codfrey Time; Tu 10:15-10:30 am; 25 Sept; 52 wks. 

Slenderella Show; Sa 10:50-11 am; B Sept; 52 wks 
A. Codfrey Time; M & ev 4th F 10:30-10:45 am; 

1 Oct; 52 wks 
Robt. Q. Lewis; Sa 11:30-12 n; 29 Sept; 39 wks; 

5-min segs 

Pre Came & Post Came Show; Sa 5-min ea; 22 Sept; 
game season 





Nat 

Brandon (4) 




' m-t 1 William N. 

Davidson (31 



Renewed on Radio Networks 



SPONSOR 


AGENCY 


STATIONS 


PROGRAM, time, start, duration 


l-Myers, NY 


DCSS, NY 


ABC 


Breakfast Club; W&F 9:55-10 am; 3 Oct; 52 wks 


' Prods, NY 


SSCB, NY 


ABC 


When A Cirl Marries; M&F 10:30-10:35 am; 1 Oct 


al Foods, White Plains ... 


Y&R, NY 


ABC 


Breakfast Club; Tu 9:25-9:30 ?m; 2 Oct 


'M Foods, White Plains 


Y&R, NY 


NBC 19 


Mary Margaret McBride; M-F 4:15-4:30 pm; 4 Oct, 








13 wks; 1-min partic 


g, Battle Creek 


Burnett, Chi 


CBS 197 


A. Codfrey Time; Tu & Th 11-11:15 am; 23 Oct; 






52 wks 


ran Laymans League, St Louis 


Cotham-Vladimir, NY 


MBS 410 


Lutheran Hr; Su 1:30-2 pm; 30 Sept; 52 wks 


r Prods, Jackson, Miss 


C. Best, Chi 


ABC 


Breakfast Club; M-F 9-10 am; 1 5-min seg per wk; 






1 Jan; 52 wks 


ra, Phila 


Hicks & Creist, NY . 


ABC 


Breakfast Club; Tu & Th 9:40-9:45 am 



Broadcast Industry Executives 



NAME 



FORMER AFFILIATION 



NEW AFFILIATION 



er M. Allen _ 

Andrews 

I C. Arries, Jr. 

Atlass, Jr. ... 

Boghosin 
rd P. Bott 
ce M. Bradley 
T. Cinnamond 
rd C. Cruise . 
Daniels 

Dargan . ... 
m N. Davidson 
'Dexheimer 
t H. Dodd 

Doss 

Jes V. Dresser 

m Fay 

Fetter 

;e Clavin 
1 Coetze 
Itk Harrington, 



Jr. 



WCN AM-TV, Chi, news dir 

KTSM, El Paso _ 
..WTTC, Wash, DC, gen mgr ._. 

WBBM-TV, Chi, local sales 

KOCS, Ontario, Cal, sales 
-KSAN, San Fran am mgr 

WWLP, Springfield, Mass, anncr 

KNTV, San Jose, Cal, comml mgr ... 

CBS Rad Spot Sales, NY, sales develop rep 

KROW, Oakland, Cal, sales _ 

KINC-TV, Seattle, prog ops mgr . . 

WRCA-TV, NY, Mgr . 

KBIC, Catalina, Cal, acct exec 

KYA, San Fran, sales 

. KELO AM-TV, Sioux Falls. SD, sales mgr 
NBC Spot Sales, NY, salesman 
WHAM AM-TV, Rochester, gen mgr 
CBS TV, NY, prod 
Pacific Natl, Seattle, mrchndsng mgr 
Weed, Boston . 
NBC TV, NY, sales super _ 



Lewis & Martin Films, Chi, vp-pub rels & sales promo 
KEY-T, Santa Barbara, acct exec 
CBS Spot Sales, Chi, tv acct exec 
AM Rad Sales, Chi, sales 
Same, sales mgr 
.KSAN-TV, San Fran, gen mgr 
Same, asst to gen mgr 
KSAN, San Fran, am mgr 

CBS Rad Spot Sales, Detroit, head sales develop 

KNXT & CTPN, LA, acct exec 
.KCW-TV, Portland, Ore, prog mgr 
..WRCA & WRCA-TV, NY, gen mgr 

KFXM, San Bernardino, Cal, gen mgr 

KCO-TV, San Fran, sales 

KTIV, Sioux City, la, sales 

WRCA-TV, NY, sales 

WROC-TV, Rochester, gen mgr 

ABC TV, NY, prog dept dir 

KTVW, Seattle, gen sales mgr 

WCOP AM-FM, Boston, sales 

WRCA-TV, NY, sales 




Don 

Howell (4) 




John F. 
Maurer (3) 
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3. Broadcast Industry Executives (continued) 



NAME 



FORMER AFFILIATION 



NEW AFFILIATION 



Arthur Harrison 

lack Jennings 
Kenneth Johnson 
Bernard J. Johnston 
Samuel T. Johnston 
John W. Kennedy, Jr. 
William Knapp 
Roger LaRcau 
Harlcy Lucas 
Charles W. MacKenzie 
Robert Mahlman 
Howard H. Marsh 
John F. Maurcr 
Thomas B. McFadden 
Harry Wayne McMahan 
D. Thomas Miller 
Carol Orcnstcin 
Leonard F. Ostrom 
Robert Paris 
Norwood J. Patterson 
Ward L. Quaal 
Edwin C. Richter, Jr. 
Nathan S. Rubin 
Robert S. Sinnett 
Russell C. Stebbins 
Alfred R. Stern 
Cary Stevens 
C. D. "Duke" Tully 
Philip von Ladau 
C. W. "Bill" Weaver _ 
William M. Whalen 
Romney Wheeler 



_Harry B. Cohen, NY, timebuyer 

KHJ-TV, LA, acct exec 
NBC Spot Sales, LA, tv sales 
Block Adv. Chi, acct exec 
WTVN, Columbus, O, act gen mgr 
WHAM AM-TV, Rochester, vp 

Farson, Huff & Northlich, Cinn, acct exec-am-tv dir 
Crosley Bcstng, NY 
WCUE, Akron, asst stn mgr 
Curtis Pub, Detroit, sales super 
Petry, Detroit, sales writing 

PCW, Chi 

WCUE, Akron, comml-stn mgr 

WRCA AM-TV, NY, vp in chg 

Mc-E, NY, creative plans bd 

CBS Spot Sales, Chi, tv sales 

Allen Christopher, NY, cpy chief 

Nielsen, Chi, client scrv exec 

WCAY, Silver Spring, Md, acct exec 

KSAN-TV, San Fran, gen mgr 

WCN, Inc, Chi, gen mgr 

WTVN-TV, Columbus, O, sales mgr 

TV Mag, NY, research dir 

WEEI, Boston, natl sales rep 

NBC Spot Sales, Chi, tv sales 

NBC, NY, vp Calif natl 

Warner Bros, LA, tv gen mgr 

News-Trib-Herald, Duluth, class adv mgr 

Nielsen, Chi client serv exec 

WRIT, Mlwkee, gen mgr 
_MPTV, Kansas City, chg branch office 
-NBC, London, London dir 



- WLIB, NY, sales mgr 
NBC Spot Sales, LA, tv sales 
NBC Spot Sales, San Fran, tv sales 
CBS Film, Chi, acct exec 
Same, gen mgr 

WROC-TV, Rochester, asst gen mgr 
WKRC, Cinn, sales 
Petry, NY, tv sales 
Same, stn mgr 
WWJ-TV, Detroit, sales 
Same, tv sales 

CBS Spot Sales, tv acct exec 
WCUE, Akron & WICE, Proficence, vp-sales 
NBC, NY, vp in chg owned stns-spot sales 
Inst Motivational Research, NY, consultant tv comml 
CBS Spot Sales, Chi tv acct exec 
Filmack, NY, adv-promo mgr 
Same, am-tv acct exec 
WWDC AM-FM, Wash, DC, acct exec 
Same, exec super am-tv 
Same, also vp 

WEHT, Evansville, prcs-gen mgr 
ABC, Film, NY, research mgr 
Same, sales mgr 

WNBQ & WMAQ, Chi, sales dir 
Same, director internatnl ops 
Transfilm, NY, assoc 
WDSM-TV, Duluth, gen mgr 
Nielsen, Menlo Pk, Cal, am-tv acct exec 
KTSA, San Antonio, gen mgr 
Cuild, St Louis, chg branch office 
Same, director Europe ops 



4. Advertising Agency Personnel Changes 



NAME 



FORMER AFFILIATION 



NEW AFFILIATION 



Eugene H. Alnwick Compton, NY, timebuyer 

M. Graham Black BBDO, San Fran, acct exec 

Nat Brandon Coggin Adv, Nashville, part owner 

Alfred E. Byra Cen Baking, NY, asst adv mgr 

Nancy Dixon Boston, writer-producer 

Edward W. Dooley Economics, Lab, NY, adv mgr soliax & soil-off 

Norman B. Foster Barnes Chase, San Diego, vp 

Don Howell WDSU AM-TV, New Orleans, color tv coordinator 



Richard C. Hunt 
Oliver Kingsbury 
Herbert Martin 
J. R. Rosenthal 
William Schneider . 
Walter Weir 
L. Roy Wilson, Jr. 



Buchanan-Thomas, Omaha 
Donahue & Coe, NY, vp-secy 
WAPI, Birmingham, vp-sIs mgr 
Donahue & Coe, NY, mktng dir 
_Donahue & Coe, NY, vp-creative activities 
Donahue & Coe, NY, vp client service 
WCAU AM-TV, Phila, asst sales mgr 



LaRoche, NY, timebuyer 
Ayer, San Fran, service 
Noble-Dury, Nashville, asst to pres 
Blaine-Thompson, NY, acct exec 
Ingalls-Miniter, Boston, media-pub rels dir 
SSCB, NY, acct exec 
Same, branch mgr 
Caldwell, Larkin & Sidener-Van Riper, Indianapolis, a( 
dir 

Allen & Reynolds, Omaha, mktg dir 
Same, chrmn mgmnt committee 
J. H. Allison Co., Birmingham, acct exec 
Same, vp-mktng, research, mrchndsng 
Same, chrmn plans bd 
Same, exec vp 

K, MacL & C, Pitts, acct exec 
. jj 



5. Station Changes (reps, network affiliation, power increases) 



KDUL, Kansas City, has named Weed natl reps 
KCW AM-TV, Portland Ore, will become affiliates of ABC 
KMOD, Modesto, Cal, has appointed Hcadlcy-Recd natl reps 
KOWH, Omaha, has appointed Adam Young natl reps 
K-SIX, Corpus Christi, has joined the CBS TV net 
KUAM-TV, Cuam, has joined CBS tv net under the extended 
mkt plan 

KWFC, Hot Springs, has appointed Venard, Rintoul & McCon- 
ncll natl reps 

KWK, St Louis, had dropped net affiliation 

WABD, NY, has appointed Weed natl reps 

WACM-TV, Presque Isle, Me, has joined CBS under the ex- 
tended mkt plan 

WAKE, Atlanta, has appointed Adam Young natl reps 

WARD-TV, Johnstown, Pa, has joined the CBS net 

WARE, Ware, Mass, has been sold to Sherwood J. Tarlow & 
Assoc. subject to FCC approval 



WCTH-TV, Hartford, has been sold to CBS. New call letters 
will be WHCT 

WHAM, Rochester, has appointed Henry I. Christal natl reps 
WHAM-TV, Rochester, has changed its call letters to WROC- 
TV 

WHBL, Sheboygan, Wise, has appointed Burn-Smith natl reps 
WHET-TV, Evansville, Ind, has appointed Young TV natl reps 
WMBC, WCOD, Richmond, Va, have become ABC affiliates 
WNAC, Boston, has become an affiliate of NBC 
WNHC AM-FM-TV, New Haven, is now owned by Triangle 
Publications 

WRAL-TV, Raleigh, has appointed H-R TV natl reps 
WSTV-TV, Steubenville, O, has appointed Wexton, NY, for 
adv 

WSVA AM-FM-TV, Harrisonburg, Va, have appointed Peters, 

Griffin, Woodward natl reps 
WTTC, Wash DC, has appointed Weed natl reps 



6. New Firms, New Offices (changes of address) 



Audience Analysts, Phila, has moved to 7 Heather Rd, Bala 
Cynwyd 

Avcry-Knodcl, Detroit, new office is located at Natl Bank 

Bldg. Suite 1446. Woodward 1-9607. 
Blair Television Associates, NY, is the new name for the 

Hoag-Blair Co 
Geyer, NY, has moved to 595 Madison Ave. 
Ralph H. Jones Co, Cinn & NY, has consolidated with 

Mumm, Mullay & Nichols, Columbus & NY 
Nell Lee Litvak, New York, new ad agency is located at 136 

E 57th St. 

Dan B. Miner Co, San Fran, has opened new offices at 593 
Market St. 



Radow Adv, Columbus, O, has moved to 494 City Park Ave. 
Jon M. Ross Adv, Hlywd, has become affiliated with Miller, 

Mackay, Hoeck & Hartung, Seattle 
JWT, Melbourne, Aust, has moved to 7 Commercial Rd. 

BM-3601. 

WBUF, Buffalo, has moved its business office to 2077 Elm- 
wood Ave. VI -6900. 

WTVS, Detroit, headquarters office has moved to 749 Free 
Press Bldg. WO 1-5650 

Zenith Radio Corp, NY, has moved to 445 Park Ave. PL 
1-3700. 
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Now, 18 hours of 



with 18 news shows daily on 

WUIM-RADIO 

Lansing, Michigan 



You've heard about 
the birth of NTA- 
TV's dynamic new network- 
but you may be asking... 




WHATS 
NTA GOT... 



[that no other TV network has?}\ 



Unless you've been away, in a cave, or underwater, doubt- 
less word has reached you that the NTA Film Network has 
been born. 

In that case, you probably know that TV's dynamic new 
network is presenting a whopping new marketplace to the 
national advertiser. 

But you may need filling in on what the NTA Film 
Network uniquely offers to advertisers and their agencies. 
Rather than keep you in the dark, here's what: 



1108 Stations Covering 82% of 
U.S. TV Homes. They offer ac- 
cess to the nation's top markets 
...where 38,173,100 families live. ..in 
30,968,400 TV homes... with about 2U 
billion dollars in buying power. To say 
the least, it's a vast market, with vast 
sales opportunities for the national 
advertiser. 



At a Fantastically Low Cost 
Per Thousand. To those ap- 
palled by the high cost of TV 
advertising, the NTA Film Network 
offers enormous audiences at a re- 
markably low cost per thousand. 
Thanks to top talent at a fraction of 
the cost of the average TV show, and 
no staggering coaxial cable costs. 
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With the Widest Flexibility in 
Scheduling Known to Net- 
work TV. No costly "must- 
buys." Buy what you want... when you 
want... where you want it. One con- 
tract for everything— time and pro- 
gram. No worry about time differen- 
tials. You get the prestige of network 
plus the flexibility of spot. 
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And Guaranteed Clearance of 
Time and Programming. No 

more waiting for station clear- 
ances. You can get availabilities noiv 
. . . without standing in line. Whatever 
your TV situation, make it better with 
the powerhouse programming of the 
NTA Film Network— the Four Dimen- 
sion TV Network ! 



For the full story phone, wire, or write: 




FILM 
NETWORK 
INC. 



A Subsidiary of National Telefilm Associates, Inc. 
60 West 55th Street, New York 19, N. Y. • Phone PLaza 7-2100 



52.8% 



AUDIENCE 
SHARE 

MONDAY thru FRIDAY 




JOHN MATERS— NEWS DIRECTOR 



WILS NEWS 

On the hour 



SHARE OF AUDIENCE* 
7 A.M. -7 P.M. 

WILS 52.8% 

NET. STA. B 21.6% 
NET. STA. C 18.6% 
—ON THE HOUR AVERAGES— 




LANSING, MICHIGAN 

MUSIC • NEWS • SPORTS 
CALL 

VENARD-RINTOUL-McCONNELL INC. 




Last spring. W alter Winchell gave a favorable mention on his 
MBS show to a new anti-rheumatism and arthritis drug. Mericin. 
The next day. Harry Patterson, young president of the new Seaboard 
Drug Co., which manufactures Mericin. called Winchell to point out 
that Mericin was not a generic name, hut a particular brand among 
other medicines. Winchell made the correction. 

"Those two mentions on network radio, unsolicited, unpaid for. 
and accidental, got us $150.000-worth of orders for Mericin from 
all over the country," says Harry Patterson. "That was at a time 
when we didn't even have any labels y et." 

Within a few weeks, Patterson called Winchell. told him he'd 
forced Seaboard Drug into business, and wanted to thank him. 
Said Winchell, if it produced for you. why not buy the show. And 
so Patterson did. starting in September 1956 (through his newly 
appointed agency, Crant Advertising!, Now Mericin sponsors Win- 
chell nightly over 570 MPS stations, and claims over 90 r < distribu- 
tion in drug outlets throughout the country. 

"We're planning to spend about $1.8 million in advertising in our 
first fiscal year, starting September 1956." says Patterson, a former 
agency account executive, who'd also been a radio station executive 
in Los Angeles at K\PC and KLAC for 10 years. 

"This budget represents 31!' r of our anticipated sales for the year. 
W e expect to maintain that ratio of sales to advertising for at least 
three years to launch the product and then we may cut hack to 30 
to 33 f f. which is a norm in our business. This first vear. as much 
as Si million, or over 55' t of the total budget, will be in radio. 

Heyond the nighttime network, radio effort, which accounts for 
$500,000. Patterson has also been testing .-pot radio in eight West 
Coast markets; he intends to double the number of spot radio mar- 
kels within the next two or three v\eeks. 

"In the three months since we added spot radio, the West Coast 
markets have been ahead of their sales quota consistently." says 
Patterson. The original test markets are Spokane. Seattle, Portland, 
San Francisco. San Diego, Los Angeles, Tucson, and Phoenix, with 
six five-minute newscasts and six announcements daily. 

"The pattern we've found successful is selling by personalities, 
such a> Winchell or local-appeal people,"' says Patterson. "Our mar- 
ket i> 75' i women over 10. so we use mature personalities. " * * * 
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Where else, in a cit> of 150,000, do >ou 
find 

, . . more commercial air travel per 
capita than New York and 
Chicago. 

. . . more New York Stock Exchange 
member firm branches than any 
city in the Southeast. 

. . . bank debits per capita exceed- 
ing those of Washington and 
Baltimore. 



W i 



The 



. . . wholesale volume exceeding Salt 
Lake City and Tulsa. 

... an Auditorium-Coliseum equal to 
those in cities of a half-million or 
more, operating at a profit during 
its first year. 

unique character of the Charlotte 
market is found in a ring of satellite cities, 
none competitive to Charlotte in size, each 
dependent on Charlotte for metropolitan 
services they cannot themselves provide. 

Speak to these arca-Charlottcans with the 
50,000 Watt \oice they understand and trust 
from 34 years experience . . . WBT Radio. 
Talk with WBT, Charlotte, or CBS Radio 
Spot Sales about availabilities TODAY' 






Day 


Old Features 


New Features 


(HON 


5.2 


11.3 


TUES. 


3.7 


14.3 


WED. 


4.4 


9.3 


i i 


28 


112 


FRI. 


7.5 


12.3 


SAT. 


7 0 

1.9 


11 /I 

11.4 



Increases above were result in one month afte .* \\ CAL-TV substituted new features for obi 

Ed MeMahon (above), m.c. of WCAU-TVs Columbii features, symbolize? opening of major studio vaults 
to tv. Playing nightly in 11:25 p.m. -1:00 a.m. strip, new feature? increased period's ARB ratings 221' o 



Feature film's spectacular impact 

Opening of Hollywood vaults is changing* spot buying and selling, 
creating film networks, strengthening independent stations 



ben Hollywood opened its vaults earlier this 
year, it let out a programing giant that will have 
vast influence on the television industry. 

The figures in the chart above are typical of the 
ratings results stations throughout the country have 
been getting with the newly released features from 
the major Hollywood studios. If such ratings suc- 
cesses continue and features consequently push into 
time periods where they bad not previously been, 
the product out of the Holl) wood vaults could upset 
current concepts of programing and have far-reach- 
ing effects upon network, stations and show pack- 
ager position within the industry. 

Briefly, the ratings in the chart show that one 
station, WCAU-TV, Philadelphia, increased its aver- 



age late-evening ratings bv 221 r r within a month 
by putting: one of the newly released Hollywood 
libraries into the time slots where it used to run 
older features. 

This year the major Hollywood studios have made 
available to the medium some 3.000 features not 
previously seen on tv. But more top-grade product 
is likeK to find its wa\ into tv homes when Para- 
mount and Universal-International find a formula 
for releasing their backlog. 

While features have long been tv staples, the re- 
rent releases constitute a flood of top-grade films, 
many of them classics. Few of these actually 
saturated the public when they first appeared and 
it's assumed main who saw them will want to see 
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FEATURE FILM {Continued) 

them again. Here are a few of the 
outstanding features now available to 
tv: Mutiny on the Bounty. A Xight 
at the Opera, Sahara, Citizen Kane, 
The Fountainhead, Adam Had Four 
Sons, How Green Was My Valley. 
Xotorious. Act of Love, Intermezzo. 
These features star Hollywood person- 
alities who are still favorites today and 
command a large following. 

This avalanche of top Hollywood 
product lias given rise to much specula- 
tion about the effect of features on tele- 
vision. In order to gauge the impact 
of features, sponsor interviewed a 
cross-section of top station, station 
representative, film distributor, agency 
and advertiser executives. Consensus 
among these executives is that features 
will exert an important influence in 
these areas: (11 spot buying patterns; 

(2) strength of independent stations: 

(3) relationship between networks and 
affiliates: (4) some network program- 
ing concepts and some syndicated 
product. 

Here are the major trends and pre- 
dictions that emerge from sponsor's 
survey. 

• A new pattern for buying feature 
films has developed, and could become 
a widespread trend among multi-prod- 
uct national advertisers: sponsorship 
of full features, rather than scattered 



Feature ratings are 1956 tv 
news. Already in demand by top national 
spot clients, new feature packages promise 
to boost fringe time ratings, increase sets-in- 
use, improve position of independent stations. 
Features have already given birth to new film 
networks like NTA. They're creating new spot 
buying patterns, such as full sponsorship of 
features by clients, instead of participations. 



participations through the week. 

Colgate contracted for such sponsor- 
ship on KTTV, Los Angeles, when the 
firm paid $780,000 for 52-week spon- 
sorship of complete MGM features. 
Other national spot clients are bu\ing 
features in the same way: In Chicago. 
Libby-MeNeill-Libhy sponsors full 
Warner features on WGN-TV. Cott 
beverages has the First-Run Theater 
on WNAC-TV, Host»n, with its RKO 
features and Parliament cigarettes 
sponsor full Warner features on WCPO- 
TV, Cincinnati. 

The same pattern is being encour- 
aged among local and regional clients 
by indhidnal stations. For instance, 
kl'TV, Salt Lake City, set up blocks 




SCREEN GEMS sells 104 Columbia features like "A 
to Remember"' -tarring Loretta Young, Brian A 



AAP has 754 Warner Bro*. features sold in 
65 markets. Above, Paul .Muni in "Pasteur" 



of full sponsorship between 9:00 p.m. 
and midnight and has eight local or 
regional accounts sponsoring individu- 
al 20th Century features. 

• Feature networks have developed 
in the past few months. NTA had 
signed up 108 affiliates at sponsor's 
presstime for its package of Selznick 
and 20th Century features, and MGM- 
TV counts 17 affiliates. Neither is a 
"must buy" network with a basic mini- 
mum requirement. Both are an or- 
ganized attempt to help the national 
advertiser buy features in bulk. 

The NTA network is starting this 
fall with one feature from its Selznick 
and 20th Century package weekly. 
These features will not necessarily be 
shown at the same time in each of the 
108 markets, since a film network does 
not involve a coaxial cable. However, 
each feature provides any individual 
client with nine minutes of commercial 
time. 

(The NTA network differs from the 
Vilapix-Hal Roach set-up in so far as 
tlie latter seeks to clear for half-hour 
films only.) 

• Independent stations will be con- 
siderably strengthened. In highly com- 
petitive multi-station markets, release 
of top features is ghing many inde- 
pendent stations a new lease on a sound 
economic life. Judging from the suc- 
cess of feature-film pioneer WOR-TV, 
New York, independents can antici- 
pate that their ratings and share of 
audience will pick up even in prime 
evening time against tough network 
competition. WOU-TV s Million Dol- 




Flood of top feature products includes biggest 



lav Movie ranked consistently second 
and third behind top network program- 
ing on the Monday night showing of 
Top Hat, for instance. Its average 
ARB for that evening was 10.3 between 
7:30 p.m. and 9:00 p.m. against 
WABC-TVs 2.2. WCBS-TV's 12.7 and 
WRCA-TVs 13.5. 

But until there's a real preponder- 
ance of four-or-more-station markets in 
the country, features won't be a major 
factor in Class A time since stations 
in three-station markets carry network 
programing during that time as a rule. 

• A large new audience will be de- 
\ eloped for tv in marginal times. There 
are already indications that sets-in-use 
will increase considerably late at night, 
for example, when stations program 
top features. 

Morning has not been a bi<r feature 
film time to this point, sponsor's 1956 
Buyers' Guide showed that only 19% 
of the stations replying programed fea- 
tures in the morning. Now many sta- 
tions, such as WRCA-TV, New York, 
plan to put features into early-morning 
periods. Afternoons have proved popu- 
lar feature film times for \ ears. 

If the top Hollywood product 
strengthens these time periods, as sta- 
tion men expect they will, station rate 
structures may change over the next 
few years to reflect diminishing mar- 
gins between Class A time and other 
periods. 

• The mass release of features is 
expected to hurt network programing 
outside Class A prime evening time. 
Now that Tonight has cut back to a 
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RKO-TV is selling one run only of its Finest 
52, like "Gunga Din," for net or national spot 



pV's 725 films including '"Captains Courageous" 
Tracv weic traded for stock in two stations 





NTA TV ha* 108 station network for 39 films 
includina ''Bachelor & Bobbv Soxer" above 



e draws and classics from major Hollywood studios, including films above 



one-hour format, admen and station 
executives alike will be watching the 
show closely to see how it does against 
strong 90-minute features. Ratings of 
daytime features against network shows 
are beginning to tell a story: The 23 
September Trendex shows what good 
features can do to network competi- 
tion : WABD, New York, with Warner 
Bros, features slotted between 3:00 
p.m. and 5:00 p.m., got a 3.5 average, 
against WABC-TV's .9, WCBS-TV's 1.8 
and WKCA-TV's 1.5. The network 
flagships were showing network pro- 
graming in that period. Only WOR- 
TV's baseball bested WABD, with a 
10.6. 

Networks will find it tougher to clear 
some of the weaker shows in station 
option time. An affiliate might argue 
now that he can't aflord to take a 
"turkey" when the station opposite is 
showing How Green Is My Valley, or 
if the station itself anticipates raking 
in four or five times the network reve- 
nue by putting on Ninotchka. 

But good feature films are likely to 
have a stimulating effect upon network- 
programing too. Network program- 
ing chiefs interviewed by SPONSOR felt 
that features will give rise to higher 
level live and film programing both on 
the networks and force higher stan- 
dards of performance and production. 

Independent packagers will also be 
encouraged to produce top half-hour 
film programing, since weaker films 
will be tougher to clear on network 
and on independent stations. 

(Please turn to page 116) 
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HOW FEATURES AFFECT TV 



Spot buying patterns of national clients changing 

When Colgate bought 52-week sponsorship of full fea- 
tures on KTTV, Los Angeles, it may have set new 
pattern. Trend may be toward bankrolling entire film. 

Fringe time getting high ratings, becoming valuable 

Earliest ratings of new features compared with old in 
late night strips show ratings doubled and tripled. 
Rate structures may reflect the increased sets-in-use. 

Networks, syndicators may bolster programing 

Competition will stimulate and boost level of network 
and independent tv film productions, but live shows 
and tv film fare will retain popularity against features. 

Features will be scheduled in better time periods 

As advertisers score successes in fringe time, they'll 
pressure stations to improve clearances. National 
clients may influence nets to clear for more features. 

Independent stations will be greatly strengthened 

Strong new programing source will increase indies* 
share of audience, according to earliest ratings indi- 
cations, not only in fringe, but in prime time as well. 



29 



PART 1 



OF A TWO PART SERIES 



Is Detroit's spot strategy a mef 

SPOXSOK checked 40 buyers ami sellers in Detroit and found: automotive* 
all buy ami use spot in the same buuch-it-iip way. mininiiziii"; its value 




Jfjf o\v many saturation campaigns 
can \ou fit into one six-week period? 

By last week as Detroit's great an- 
nual spot tv/radio splurge reached its 
peak, stations and buvers for automo- 
tive agencies had done their best to 
find out. There were few stations 
which hadn't picked up some short- 
term automotive business; many had 
to turn automotive business away or 
else risk placing rival announcements 
hack to back. 

One manufacturer, PI) mouth, re- 
scinded its long-standing rule that 



Detroit's spot strategy is 
outdated, and buyers and sellers alike share 
the responsibility. The agency and client, 
covered in this first of a two-part series, 
aren't getting their spot dollar's worth. They 
buy spot the same way — once a year, in same 
markets at same time; use it the same way — 
as a secondary medium and with similar copy 
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competing automotive announcements 
(including those for its own dealers I 
had to be kept at least half an hour 
away from Plymouth messages. 

Automotive copy could point to 
brand-new design from differential to 
dashboard. But Detroit's spot strategv 
remained unchanged from previous 
years. It was clear that the automo- 
tive® would saturate audiences for a 
few weeks during new-model time, 
then return only sporadicallv during 
the rest of the year. 

Why does Detroit confine its major 
use of spot to a few weeks each au- 
tumn? 

Is Detroit making effective use of 
spot radio and television? 

Have broadcasters done a good job 
of selling the spot concept to car man- 
ufacturers? 

These were some of the questions 
SPONSOR set out to answer just before 
the canvas cover-alls came off the new 
1957 models. In Detroit SPONSOR 



spoke to more than 40 executives in 
agencies, client companies, networks, 
rep firms, stations and dealer organi- 
zations. 

The points of view were many, often 
conflicting, usually ofT-the-record. But 
this basic conclusion emerged. Detroit 
is not getting the most out of its spot 
dollar — and it's both the automotive 
companies and broadcasters who are 
responsible. 

This article will report on the ap- 
proach to buying spot time used bv 
the automotive* and why- in the 
opinion of manv — it is long overdue 
for retooling. A second report, to he 
published in the 27 October (first 
vveeklv ) sponsor, w ill focus on the 
role of broadcasters in shaping De- 
troit's shoot-the-budget in October spot 



strategv 



There is a remarkable unanimity in 
Detroit's spot strategy. All major 
automotive advertisers — 17 of them — 
buy spot radio and television in the 



SPONSOR 



15 OCTORKR 1956 




fall. They buy virtually the same mar- 
kets and at almost the same frequency. 
They insist on prime times only and 
they tend to overlook the women's au- 
dience. They bypass spot's flexibility. 

Spot buying gets a great deal of 
planning, in Detroit, it's clear. But 
the buying stress seems to be on ac- 
quiring a quantity of announcements 
fast rather than on quality of the ad- 
vertising effectiveness. Taking it point 
by point, these are the counts on which 
the automotive approach to spot falls 
short of maximum effectiveness. 

1. Automotives only buy spot 
for unusual sales events. 

Automotives buy spot to announce 
that their new models are coming off 
the production line. A few of the 
more venturesome car manufacturers 
mav go into a quick saturation push 
to help clear out stock from dealers' 
showrooms. And. now and again, a 
car maker will hail his car's perform- 
ance supremacy in the perennial intra- 
mural competition to see which car 
gets the most mileage per gallon, goes 
the fastest, rides the smoothest. 

The annual automotive rush to the 
airwaves inevitably creates confusion. 
The agency races to good adjacencies. 
The rep juggles 20's and minutes for 
six car manufacturers who want to be 
slotted between 7 and 7:15. The sta- 
tion rustles around trying to keep con- 
tract advertisers happy, at the same 
time urging them to make way for the 
blue-chip automotives. Most confused 
of all. SPONSOR believes, are the listen- 
er and viewer who try to sort out the 
bunched together car commercials. 

There's an indication that Detroit 
is at least aware of this problem in 
DeSoto's move to air its saturation 
radio announcements a month after 
the competition does — and a month 
after its official car debut 30 Oct. But 
it still plans a bunch-up. 

"The automotives are lueky if they 
get availabilities five minutes apart," 
says one rep. "yet they don't seem to 
mind that after a listener has beard 
about five new car commercials they 
all sound alike." 

Consistency in advertising has nu- 
(Please turn to }>age 88) 
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New-car time: IJiggest obstacle in the path of spot effectiveness is car makers' 
tradition of buying it only once a year, at new-car time. Without frequency or con- 
sistency, they lose product identification, continuity, franchises and discounts 



Auto firms need tuning up on these counts 




Peak traffic times: Buyers 
insist on peak traffic periods: 
in radio, morning and evening 
hours as drivers swarm high- 
ways: in tv, nighttime peri- 
ods. They ignore daytime 
hours, missing the big poten- 
tial of the women's audience 
and bypassing opportunity 
for economy rate<, discount* 



Copy themes: Copy points 
tend to stress same features, 
a favorite being victory in 
marathon mileage test. This 
Rambler traveled cross conn- 
try to get 32.09 miles per gal- 
lon. \ir copy needs distinc- 
tion, excitement, points of 
exclusivity which car maker 
can brag about, and sell with 




"mm 





Dealer support: Hour-long 
program on KCI.MC, Kngle- 
wood, Colo., "pon-ored by 
Hadsell \a~h. typifies local- 
level buying of many a car 
dealer. They like spot sup- 
port all year 'round, seldom 
get it. Factory usually relies 
on dealers to spend their own 
money to buy announcements 
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CAN EL VI) 

Presley has sold 8 million disks, lr •: 
Ts rock-'n'-roll capable of deliveri: 



IE lvis Aaron Presley, a 21-year-old 
gyrating phenomenon from Tennessee, 
who, when he's not rocking and rolling, 
collects stuffed teddy hears (he's got 
dozens of them) and Cadillacs (he's 
got four — one for each direction) has 
proved he can sell records. But the 
question admen may ask is: Can he — 
and the whole army of rock-and-roll 
artists of whom he is the most success- 
ful example — sell basic consumer prod- 
ucts? 

Perhaps the question of Elvis as a 
product salesman would not have been 
raised had it not been for his invasion 
of tv as a sort of ratings weapon by 
such program giants as Milton Berle, 
Steve Allen, and finally Ed Sullivan 
(who, incidentally, once poo-poohed 
Preslev as a force for selling Lincolns 
and Mercurys) . 

But the importance of Elvis and his 
rock-and-roll cohorts to air advertising 
actually goes far beyond appearances 
on television. With the popularity of 
rock-and-roll, the radio advertiser using 
d.j. shows often gets an audience that 
rock-and-roll delivers. 

Any examination of Presley and 
r-'n'-r music as a sales vehicle — and 
there are many stations and d.j.'s who 
regard both dimly — must include an 
understanding of rock-'n'-roll and the 
teenage market. 

Rock-'n'-roll as a national teenage 
dance fad is a recurring ghost. It has 
been around before to plague other 
generations under different names — 
Charleston, black bottom, jitterbug. 
Rock-'n'-roll music is a combination of 
rhythm-blues with country-western. It 
is a native product like bourbon and 
drive-in movies but it has roared 
through Canada, overwhelmed the 
British Isles and swept onto the con- 
tinent. One of the top tunes in Ger- 
many right now is "Jede Nacht Rock 
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ELL SOAP? 

iiie stack up as a product salesman? 
f|;)f audience that buys? 



'n' Roll," which translates into "Every 
Night Rock V Roll." 

R-'n'-r came in for some psycho- 
analyzing recently when Art Ford, d.j. 
at WNEW, New York, invited Dr. Ben 
Walstein, a psychologist, to listen to 
some recordings and comment on them. 
Dr. Walstein read into Elvis Presley's 
rock-and-roll rendition of "Blue Suede 
Shoes" the following: The business of 
"don't step on my blue suede shoes" 
was in a sense an adolescent plea for 
independence and some degree of pri- 
vacy. He saw in Presley's style the 
sort of anti-formalism found in modern 
free-form painting. 

Elvis Presley is currently the high 
priest of rock-'n'-roll. But there are 
many other exponents of the cult : Bill 
Haley, "the cat with the crazy curl;" 
Little Willie Johns; The Teenagers, 
headed up by 13-year-old Frankie Ly- 
mon; sizzling La Vern Baker; Clyde 
McPhatter, onetime choir boy; Pat 
Boone; Fats Domino; and the aptly- 
named Screamin' Jay Hawkins. As a 
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Rock-'n'-roll, surprisingly 
enougn, attracts some adults, and certainly 
many teenagers. Its popularity justifies a study 
of the teenage market which comprises about 
24 million youths with an average per capita 
weekly spending capacity of $ 12.71. They also 
have, as surveys show, strong sponsor identifi- 
cation and a high degree of show loyalty. 
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class, they do not quite fit into "pop" 
as represented by Perry Como, Patti 
Page or Frank Sinatra; nor are they 
"jazz" in the manner of Louis Arm- 
strong and Dinah Washington (Down 
Beat, the jazz magazine, actually takes 
a dim view of rock-'n'-roll and rec- 
ommends that it: "Quit rocking'"). 
Yet the platters of this r-'n'-r crowd 



account for about 25 of the top 100 
recorded sides in Billboard's recent 
tabulation of dealer, d. j., and juke 
box operator surveys. The same mag- 
azine's listing of best-selling pop rec- 
ords in Britain showed things to be 
even rockier over there — 11 of the top 
20 are r-'n'-r! 

As for Elvis himself, he's at or near 
the top in polls everywhere. Variety 
for 12 September placed him first in 
the disk jockey poll with "Don't Be 
Cruel," and in ace spot on their score- 
board of top talent on the basis of three 
of his current hits— "Hound Dog," 
"Don't Be Cruel" and "I Want You, I 
Need You." Since RCA- Victor ac- 
quired Elvis about a year ago from 
Sun Records for $35,000, nearly 8 mil- 
lion Presley records have been sold. 
This includes an advance sale of 690,- 
000 on a single to be released soon. 

With this kind of output, Elvis plat- 
ters are in for a lot of spinning on all 
those radio shows that feature the top 
pop tunes. Not all d.j.'s are happy 
with this situation by any means. Robin 
Seymour at WKMH, Detroit, decided 
to get along without Elvis and received 
500 letters f rom teenagers who threat- 
ened to boycott his show. In Minne- 
apolis, Station WMIN banned all rock- 
'n'-roll in recognition of "mounting 
nationwide opposition to such music." 
This act not only brought phone calls 
from the kids threatening "not to tune 
in," but mysterious false alarms have 
sent Minneapolis and St. Paul fire en- 
gines rushing to the studios. Youth 
will be served. 

If r-'n'-r is one key to the teenage 
market, then these questions naturally 
follow: How important is this market, 
what are its listening habits, and how 
much does it have to spend? 

Gillette Razor Blades is one big na- 
tional advertiser with a very deep in- 
terest in the teenage market. The 
company reasons that the "little 
shaver" of today will one day soon be 
shaving. With their agency, Maxon, 
they are conducting an exhaustive sur- 
vey into listening and buying habits of 
teenagers. The survey has been going 
on for two years and is still conducted 
in six test markets — not by one re- 
search organization — but by several. 
The results are then cross-checked by 
Gillette and its agency. 

This survey, according to tiniebuyer 
Ray Stone, of Maxon, has substantiated 
many long-held beliefs regarding teen- 
agers. For example, they tend to be 



more or less where you expect to find 
them in their radio listening. In music 
preference, there is a sharp line of 
cleavage between high school and col- 
lege; the high school crowd are non- 
conformists, devotees of ofT-beat music 
Once in college, the leaning is more to- 
ward classical. In general, girls favor 
romantic pops, while boys like it wild 
and jivey. 

"One thing the survey has prettv 
well proved," says Stone, "is that the 
most economical way to get through 
to teenagers is via the disk jockey 
radio program." 

Gillette is using spot radio on d.j. 
shows, and their commercial approach 
is of an institutional nature. The d.j. 
is allowed all kind of freedom in his 
presentation. If he winds up a minute 
announcement in 35 seconds, nothing 
is said. But check surveys are run 
some weeks after programing starts to 
test impact on teenagers. If, for ex- 
ample, a question like, "When you start 
shaving, what type of razor do you 
plan to use?" brings a 50-50 division 
between electric and safety razors on 
the first, pre-campaign survey, then 
naturally when the question is asked 
again several weeks later, Gillette likes 
to hear that the tide has changed in 
favor of their type of razor. 

The concept of planting for the har- 
vest, of conditioning youth to brand 
names against the day when they are 
major spenders is, of course, a sound 
argument in favor of r-'n'-r. There 
are 24,100,000 youths between 10 and 
(Please turn to page 96) 




COURTE6Y COLUMBIA RECORDS 

Frank Sinatra, once the idol of screaming 
teenagers, still remains favorite of those 
teeners grown up. Advertisers also seek teen- 
age market for customers of the future 
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Helene Curtis' race with tv 

Toiletries manufacturer, using' multiple-program network pattern, 
keeps paee with tv*s selling' by expanding its own line, buying' other firms 



JJfelene Curtis Industries has a for- 
mula for everything — shampoos, hair 
dressings, deodorants and — network 
television. 

The Chicago toiletries firm mixes 
its advertising ingredients with the 
same precision it uses in hlending 
oils, lotions and fats in its 3.000-gallon 
vat.-. And it turns out a new network 
tv show almost as often as it produces 
a new toiletrv item. Its most recent 
acquisitions: Washington Square and 
the Lentheric toiletries and jierfumes. 

Ilelcne Curtis Industries is a name 
long known around the nation's 100,- 
000 beauty shops. But since it started 
manufacturing for the consumer nine 
\ears ago and since it went into net- 
work television in 1952, the Helene 
Curtis name is now recognized every- 
where. That name is currently at- 
tached to between 40 and 50 products, 
divided among 10 major product lines. 

Consumer advertising, particularly 
network television, has established the 



name and sold the products, enabling 
Curtis to expand its line many times 
over in the past five years. 

And network tv is the advertising 
ingredient which gets the most me- 
ticulous blending, because this medium 
is allotted more than half of the com- 
pany's $9 million annual advertising 
budget. 

\\ bat's the Curtis formula for its tv 
blend? 

The toiletries buyer is a fickle one, 
and has to be continuously re-per- 
suaded. But the television viewer is 
devoted. In the jiast four years, rang- 
ing through 10 network television 
shows, Helene Curtis has successfully 
converted the fickle to the devoted. 
The two elements in this mass conver- 
sion: (1) sponsorship of multiple net- 
work tv j)rogram vehicles and (2) 
sludied analysis of the commercials. 

Helene Curtis Industries started buy- 
ing top-name, high-grade network tv 
shows in 1952, and has stayed with 



this program concept ever since. A 
quality show, of high entertainment 
value and carefully executed produc- 
tion, brings the company its first re- 
ward in the guise of an audience — a 
mass audience. 

The kick-off vehicle was Tommy 
Bartlett in Welcome Travelers on NBC 
TV in 1952, followed by Down You Go 
on the DuMont network in 1953. Pro- 
fessional Father sold Helene Curtis 
products from January through June 
of 1955, supplementing the company's 
charter sponsorship of Steve Allen's 
Tonight on NBC TV. 

There were four other contrasting 
shows in the past year: reruns of half- 
hour Ford Theatre films, retitled the 
Best Plays of 1954-1955; Caesars 
Hour with Sid Caesar from September 
1955 through June 1956; Dollar a 
Second, continuing also until mid- 
1956, and Queen for a Day. 

This fall the company launches its 
fifth season in tv networking with 




Annual network tv budget of $4-plus million gets careful plan 




PROGRAMS: (.urtis buys two network program*, each oi difTerenl types. The older show 
is What's My Lint-?; the newer is hour-long Washington Square with Kay Bolger, r, which 
debuts on MiC TV 21 Oct. John Daly, above, 1, interviews Willard Gidwitz, c, president 
of CurlK and George Factor, r, \ico president. Curtis has had 10 network shows since '"i'2 
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two programs.. Both are again aimed 
at mass audiences, but eatdi is trig- 
gered toward a different tvpe of view- 
ing group. What's My Line? on CBS 
TV Sundays, continues as a Curtis 
mainstay, and was picked up In the 
compam earlier this \ear when it pur- 
chased Jules Montenior Inc. Mon- 




Helene Curtis Industries is 



a growth company, and the biggest media 
spur to that growth is network tv. From a 
$20,000 ad budget in 1946, Curtis now spends 
$9 million, more than half of which goes to 
network tv. Three big Chicago agencies — 
Gordon Best, Earle Ludgin and Weiss & Gel- 
ler — handle 10 major products for men, women 

tenier. manufacturer of Stopette de- 
odorants, built his success on this pro- 
gram, which started as a summer re- 
placement six years ago. 

A new entry this fall will comple- 
ment audiences to the other network 
shows, and is expected to get greater 
and more diversified audiences than 
either of the others. lt*s NBC TVs 
program "spectacular," Washington 
Square. 

Rav Bolger and Elaine Slritch star 
in the hour-long live series, which 
makes its debut next week on 21 Octo- 
Ler. Curtis has contracted for 17 epi- 
sodes, all of them in color. Fourteen 
will alternate with Wide Wide World 



on Sundavs. 1 to 5 p.m. New York 
time. Three will he slotted into prime 
week-night period* during \Ia\ and 
J line. 

With these network tv features, 
llelone Curtis has gained its first tele- 
\ ision objective: programs which will 
attract large viewing audiences. 

Programing delivers viewers but 
commercials sell them, says Jack K. 
Lipson. advertising manager of the 
toiletries firm. And the commercial- 
therefore get equal attention and a 
budget in proportion to the high costs 
of the network shows. 

Commercials, savs Lipson. "are 
what make our television investment 
pay off. We know of no better v\a\ to 
demonstrate our products. ' 

This pay-off to the advertiser is far 
from automatic, however. Mere expo- 
sure, he points out. doesn't sell the 
sponsor's products. Good commercials 
do. 

\^ hat s a "good' commercial? In 
the opinion of Helene Curtis manage- 
ment executi\es, it includes product 
benefit, demonstration, imagination, 
taste and high quality. 

'"We judge a commercial by one 
thing: the end result," sa\s Lipson. 
"We don't care if it takes 4.000 peo- 
ple to produce it, or 15 days of loca- 
tion shooting. We don't judge by the 
work or the mone\ that goes into it. 
We determine its effectiv ene-> in onl\ 



one wa\ : the amount of good- it 
mines from dealeis shebes. * 

Helene Curtis Industries has more 
lhan the u.-ual client quota of obsta- 
cle- in the planning and production of 
its network teles ision commercials. 
Main of these obstacle- are nnavoid- 
able, an outgrowth of the rapid ad- 
vance of the compam itself. Othei 
stumbling blocks, such as rigid client 
requirements, are avoidable. If Curtis 
lessened its production standards, or 
lowered its content qualit\. the busi- 
ness of filling two network tv shows 
weeklv with a varietv of multiple-prod- 
uct commercials would he a lot easier. 

Easier, \es. but less profitable and 
less professional. sa\s Lipson. 

These are some of the bigger prob- 
lems in commercial production which 
Helene Curtis Industries sokes daily, 
and which every television advertiser 
shares to some degree. 

1. Multiple-product line. Helene 
Curtis has a continuallv expanding 
toiletries line. Its laboratory chem- 
ists keep stirring up new brews for 
product and market testing and for ul- 
timate addition to the current line. 
\nd, as was the case earlier this \ear. 
Curtis has bought other companies in 
I he same field w hen it seems more 
feasible than developing competitive 
items in its own manufacturing plant. 

In January, it purchased two com- 
( Please turn to page 110 I 



programs, commercials and merchandising pay biggest dividends 




COMMERCIALS: No expense is -pared to 
get variety, repeat- are minimized. L to r. 
Lee King, Weiss & Geller; Elaine Conti: 
Uernard J. Gross, W'&C; Jack Lipson. Curtis 
advertising manager, and Fred Gately, Sarra 





MERCHANDISING: Dealer- get punchy 
promotion which -ell- firm'- pn-tige tv huy». 
"Red Hot"' mailing in red ink on a-he-to- 
-heets hypoed dealer interest and -ale- 



So pur budget is too low for j v 

Freirich meal-packing firm, like luany a small client, 
wondered iff it could afford tv. After year on air. .sales of new pre-cooked 
tongue are up 200%. \loiii£ the way. company learned to use radio 




Josie McCarthy, who introduced Freirirh im 
her cooking portion of ill e "Tex and Jinx 
Show." She'll soon boost Freirich's new book- 
Id, ".'S3 Wonderful \\ avs to Senr Tongue" 




The NBC, WRCA-TV team behind I'reineli 
(I. to r.) Kd ISennctl and Man levy of the 
art department; salesman John Ca^-sin, 
Jn-ie Medal thy, and mei 'eliundi-ing expert 
Joe Murphy. Sealed are Jerry Freirich, 
Selma Freirich and account exec Fred limns 



/ o many a small advertiser, tele- 
\ ision is as frustrating as a mirage. It 
shimmers in the distance with a prom- 
ise of unlimited sales opportunities. 
But how do you get into it without 
shooting your bankroll? And how do 
yon learn to harness the medium when 
up till now your advertising has been 
confined lo the simplicities of small- 
space newspaper schedules? 

Questions like these ran through (he 
minds of executives in the Julian Frei- 
rich Co. of Long Island Cit\ just about 
a year ago when the\ began planning 
a lele\ ision campaign. W hat s hap- 
pened since can provide encourage- 
ment for other small advertisers who 
are still poised on tv's threshold. 

Frelrich is a meat-pae'<ing firm of 
moderate" size. Its brand appears on 
bacon, ham and other meal products 
distributed in essentially (he \ew York 
metropolitan area. Hack a year ago it 
had just placed a new Freirich prod- 
uct on the market, pre-cooked tongue. 
Today sales of the tongue have jumped 
2W/c and, perhaps just as important. 
Freirich has learned that it can use tele- 
\ ision successfully w ithout investing 
beyond its capacity. (Along the way, 
Freirich also learned thai you can ex- 
lend the reach of a limited-budget tv 
campaign with radio for a small per- 
centage of your original tv invest- 
ment. I 

One of the keys to Freirich's smooth 
transition from Iv camera fright to tv 
assurance was its agency. Freirich 
has had several agencies in recent 
veais, and with each, found il was too 
small a frog in loo large a puddle. 

Recalls Jerry Freirich. president of 
tin" family -ow ned firm: "Once we 
made a decision lo launch a campaign, 
we got vet) Utile more from the agen- 
cy than a hello on the phone from the 
a.e. when it was time lo renew." 



But with the S. Duane Lyon agency 
and account executive Fred Brims, 
Freirich found it bad an agency which 
was willing to invest its time and 
thinking in the account to the point 
where Bruns is frequentlv to be found 
out on a truck with a Freirich route 
man getting the feel of the business. 

The attitude of the agency is. patent- 
ly, all important when a new client 
makes his entry into television. 
Whether you're talking about a mil- 
lion-dollar account or one spending 
less than $50,000 fas in the case of 
Freirich). use of a new medium has 
to mean more overhead for the agency. 
It's apparent, therefore, thai the client 
who plans to follow in the footsteps of 
the hundreds of Freirichs around the 
country must first assess the willing- 
ness of its agenc\ to invest t lie neces- 
sary thinking and experiment. 

The second step for Freirich was to 
choose the right product. Il could have 
picked one of its fast-selling, well- 
established items. But it wauled to see 
what television could do for a rela- 



Though Freirich tongue's first 
year on tv and radio was virtually an experi- 
ment for the sponsor, the product's success 
reveals an advertising pattern t!iat could be 
useful to other so called "small advertisers." 
With careful planning by a dollar-conscious 
agency, Freirich's sales have increased by 
200% during the past 12 mont' s as Freirich 
has joined the big time on a small budget. 

tiveh new product and as it turned 
out the choice was a good one. 

Freirich's pre-cooked tongue is (as 
sro.Nsoii can testify) as tasty as any 
on the market and il is a great labor- 
sa\ei. Il takes perhaps 20 minutes lo 
heat compared with over an hour to 
cook a raw tongue. This means a tv 
performer who tries the product prior 
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to selling it o\er the air is apt to be 
more than usually enthusiastic about 
it. To add to its suitability for tele- 
vision, the tongue conies in see- 
through plastic packaging and is 
trimmed. There's plenty to show the 
housewife on television. 

Naturally, these product plusses re- 
quire a premium priee, 60-70£ more 
than non-prepared competition. This 
was a hurdle which television had to 



get over. 



Freirich chose WRCA-TV's Josie 
McCarthy as its first television sales 
personality. Freirieh participations 
were in her segment of the Tex and 



Jinx Show in earl)' afternoons. For 
four days eaeh month from Oetober to 
December of 1955, Miss McCarthv 
gave Freirich tongue her informal, 
personal treatment. 

In choosing a cooking personality 
like Josie McCarthy. Freirich was tak- 
ing advantage of a ready-made audi- 
ence of women with a greater than 
average interest in cooking. Tradi- 
tionally, the cooking personality at- 
tracts a relative!)' small audience (al- 
though in this case there's the wider 
range of programing values provided 
by Tex and Jinx). But the advantage 
of this kind of audience for a brand 



HOW FREIRICH COT ITS FEET WET IN TELEVISION 

1. THE 40-YEAR-OLD Freirich meat-packing company selected newest addi- 
tion to its line, pre-cooked tongue, for tv exploitation because of its 
demonstrable sales points, including fact it was trimmed, ready to eat. 

2. TO REACH WOMEN who are interested in cooking and good food, Frei- 
rich Tongue was introduced by Josie McCarthy over her cooking portion 
of WRCA-TV Tex & Jinx Show. McCarthy did job of describing product. 

J{. RADIO backed up the tv introduction by adding faithful fallowings of 
personalities like Dorothy and Dick, WOR; John Gambling. WOR: John 
McCann, WOR; Galen Drake, WCRS, who gave tongue personal selling. 

4. LATEST PHASE of Freirich tongue campaign is use of 11 I.D.'s a week 
since end of last April. Adjacencies next to big network shows gives 
Freirich benefit of ratings. Participations will augment I.D.'s w hen needed. 
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S. Duane Lyon a coiiul execu.ne, h r< d 
Bruns talking with one of I-ieiiich's driver - 
distributor-. Beside- making -ueli fir-i 
hand market siir\c->s for Frrirh Ii tongii'-, 
Hnins buys time and writes copy 



new food product is considerable. 

Sprinkle the word about a new time- 
saver among this t\po of \iewer and 
you're seeding the coin ersat ion at 
women's clubs and gatherings for 
months to come. You arc. in other 
words, reaching the opinion-makers of 
the recipe set. 

In purchasing time on the show, ac- 
count executive Bruns took advantage 
of a special rate package \\ RCA-'I \ 
was then offering. Brun was aide to 
buj blocks of four participations for 
the price of three if they all were for 
the same week. At the time the week- 
ly rate was S425. 

The bargain rate was furt'er 
stretched by splitting Freirieh's ad\er- 
tising week. Two partien ations were 
run Wednesday and Frida\ to eatch 
the week-end shopper, and the remain- 
ing two were placed Monday and Tues- 
day. The effect was to reach women 
over a two-week period. 

Freirich sold to women during this 
period with radio as well. Radio par- 
ticipations were picked for the same 
reasons Josie McCarth) had teen cho- 
sen on tv — to reach loyal audiences 
who would believe what their favorite 
personalities told them. The radio 
schedule included: Dorothy and Dick, 
WOK: John McCann, WOR; John 
Gambling. WOR and Galen Drake, 
WCBS. Radio was used during the 
weeks Freirich was not on tv. Along 
with essential cop}', eaeh radio per- 
sonality was given a few pounds of 
Freirich tongue for a personal taste 
test. 

Tv and radio on an alternating ba- 
sis continued until Christmas week. 
For the holiday period Freirich bought 
participations on all of the previously 
used programs in a concerted sales 
push and then returned to its normal 
alternating schedule. 

'I he second phase of the campaign 
started at the end of Vpril of this \ear. 
B) then Freirich tongue was consid- 
ered established in the New York mar- 
ket at least to the point of consumer 
recognition that it was a superior 
product. The job ahead was to keep 
the name constantly in the mind of 
w omen. 

For the job. Freirich chose I.D.'s, 
14 a week. Eight of them clustered 

37 



around W cdnesdav s and Thursda\ - 
aimed at t he same week-end shopping 
trade thai had hecu sought earlier via 
Josie McCarthv "> Wednesday and 
I hursdav participations. The remain- 
ing si\ were sprinkled through the rest 
of tlie week with the exception of 
Satnrdav . 

The Frei rich I.D.'s showed up next 
to some of \UC T\ "s best known 
shows. Tlie line-up included, and still 
does. II ide Wide World, Today, Home, 
Tonight. The Children's Hour, Queen 
for a Day and Matinee 'Theatre. Frei- 
rich s hill for these adjacencies comes 
to S<>25 a week. | New rate increases 
efTeeth e 1 December 1%6 will up the 
tab to SI. 350. I 

Frei rich and 5. Duane Lyon's sale^ 
job is far from finished when the 
ladies have heen sold over t\. In a 
retail distribution set-up like Frei- 
rich s. the company driver-distributors 
have to sell the butchers along their 
routes. Fred Bruns makes sure that 
the), too. are kept enthused about 
Freirich tongue. In order to make 
their selling job easier Bruns gives 
I hem schedules of the programs beside 
which Freiiich I.D.'s appear. The 
schedules have proved useful as a 
means of forewarning drivers and 
dealers on what davs to expect the 
heaviest demand. They also drama- 
tize how Freirich is consistently back- 
ing up retailers on television. 

This month Freiiich. while retain- 
ing its 1 1 weeklv I.D.'s. starts partici- 
pations on the Josie McCarthy Show. 
The occasion is the publication of .'>.'{ 
Wonderful H ays to Serve Tongue, a 
cookbook prepared h) Jerrj Freirich V 
mother. Selma Freirich. The cookbook 
will be offered free of charge. 

That's where Jerry Freirich stands 
lodav. a \ear after he first dipped his 
toe into tv waters. He might well ad- 
vise that the water's fine. it"s just a 
matter of learning what strokes to use. 

Natural!) Fred Bruns has I een hap- 
pv with the sales that television and 
radio have built for Freirich but he 
savs he's also pleased with the treat- 
ment he has gotten at WKCA-TV. 

To sum it up. Bruns sav. '"It s been 
a revelation to me that the small bud- 
get gets the respect and attention that 
it doe-. We've used ever) one of 
\\ RCA-TV's departments and they've 
helped us work out our technical prob- 
lems in a wav that has made ns fetd 
dial v\e were General Motors." * * * 



RADIO SALUTES THE NEW CARS 

Print media monopolized Detroit's annual 
urn citings until Storer put Detroit on radio 

U ntil Storer Broadcasting Co. introduced its Auto- 
mobile Show of the Air, news of Detroit's annual un- 
veiling of the latest in automotive de-ign was virtually 
the exclusive domain of the print media. \ow in its 
third \ear as a feature of the seven Storer radio stations, 
the yearly scries has made a largely v isual news event fit 
entcrtainingh into a radio format. 

The concept for the Storer Automobile Show of the Air 
was worked out b\ Robert C. Wood, national sales man- 
ager of Storer. who was looking for a method of pre- 
senting new car news in a waj that would compare 
favoiablv with the editorial space devoted to the new 
ears in newspapers and allied media. To give the radio 
treatment a feeling of being up-to-the-minute. Wood ar- 
ranged for 15 minute interviews with industry leaders 
to be taped in the motor capital. Storer newsman John 
LeGoff of WJBK-TV. Detroit, handles the annual 
assignment. 

Master tapes of the show are returned to the auto 
companies for reproduction so that any radio station can 
request a duplicate tape for rebroadcast free of charge. 
One tape recorded last year was broadcast bv more than 
300 stations. 

Management of the Storer stations lias found that 
Automobile Show of the Air provokes interest among 
local car dealers by acting as a business stimulant: deal- 
ers have also used the program as a tool for convenient}) 
briefing their salesmen. 

Kae.h j ear LeGofT visits heads of each division of ever) 
automotive eonipaii). Division heads describe their lines 
stvle changes* and explain the latest safct) and engineer- 
ing innovations. Each interview is wound up with a dis- 
cussion of general business trends expected to develop 
in the coming \ ear. 

Though the Automobile Show of the Air originated as 
a means of matching print coverage given to new auto 
models, it has turned out that in some wavs radio is even 
more effective. A letter from a listener who had heard 
the Storer show commented that: ". . . safetv features 
and engine design which are reallv the most important 
things about a ear made more of an impression when 
discussed on radio where 1 there arc no flas\v picture* to 
distract von." 

\lthough the series helps stations sell time on a local 
level. Stoter and all other radio stations have made a 
policv ol earning the series on a sustaining 1 asis. * * * 
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FIFTH ANNUAL 




RADIO AND TV SECTION 

The broadcasting media's biggest specialized market i> readied by farm director's 
high-powered salesmanship. Stations are doing more farm programing than ever 



What is happening in farming can he summed by 
saving that never has so much been produced for 
so many by so few. L T .S. farmer, more productive 
than ever, is turning out more goods on the same 
amount of land as he used three decades ago and 
using fewer people to do it. While he has been 
having trouble with prices, farm income is being 
distributed among fewer farmers. Farm population 
has decreased b) about the same percent as U.S. 
population has risen. Though farm population is 
down, farm market is radio-tv's biggest special- 
ized market. About one-third of all farm radio, 
tv stations answering SPONSOR questionnaire said 
the) have increased farm programing over a Near 
ago. This is result of more business, search for 
specialized audience on radio, growing home own- 
ership of tv on farms, up 25' '< over a \ear ago. 

Project Editor, Alfred J. Jnfle 



MARKET STATUS REPORT 



L ,S. farmer is better off in main wa\s. 
Mechanization increasing. See page 40 



FARM RADIO-TV STATUS 



Three out of four radio .-tations beam 
show.- aimed at fanner. See page 44 



RADIO-TV STATION LIST 



Cross-section of radio. t\ stations report 
data on their programing. Sec page 51 
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MARKET STATUS 



THE U. S. FARMER: 
OFF IN MANY WAYS 

Farm income has been laiiiiinu behind rest ol the economy 
but there are fewer farmers nowaday to share proceeds 

adio-tv advertisers aiming to tap the farm market must understand the 
dynamic changes taking place. These can he summed up In saving that never 
have so few produced so much for so many. Mechanization and improved 
farming methods have not only made the farmer a more efficient producer 
hut lune hegun to change his way of li\ing. working and thinking, much as 
the auto, paved highway and radio did before World War 11. While recent 
economic developments have been unfavorable, farm net income in 1956 is 
expected to turn up for the first time in five \ears, official reports indicate. 



1. Total net farm income is down, but 
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Decline in farm prices since Korean 
War has affected net farm income 
adversely since 1952. This is true 
even though farmers are producing 
more than ever. Total farm output 
through 1955 was up \2 f /c over 1950. 
Recent marketing developments, how- 
ever, indicate upturn is at hand. Dur- 
ing first eight months of 1956 farm 
cash receipts were up 2 rf r over same 
period last year. During first half 
of 1956 "realized net income' was 
running at annual rate of SI 1.6 billion 
compared with $11.3 billion during 
same period in 1955. Chart at left was 
produced by McGraw-Hill publishers. 



2. The farm population is decreasing . 





HOW FARM POPULATION 


DROPPED, 


1950-56 






1950 


" f U. S. 


1956 


1 U. S. 


Gross (arm 


AREA 


(000) 


(arm pop. 


(000) 


(arm pap. 


income 1 955 * 


New England 


494 


2.0 


445 


2.0 


782 


Middle Atlantic 


1,603 


6.4 


1,535 


6.9 


2,045 


East N. Central 


4 092 


16.3 


3,816 


17.1 


5,925 


We:t N. Central 


3,913 


15.6 


3,399 


15.3 


7,876 


S. Atlantic 


5 055 


20.2 


4,548 


20.4 


3,780 


East S. Central 


4,315 


17.2 


3,717 


16,7 


2,243 


West S. Central 


3,423 


13.7 


2,734 


12.3 


3,469 


Mountain 


927 


3.7 


824 


3 7 


2,021 


Pacific 


1,236 


4.9 


1,239 


5.6 


3,556 


Total U.S. 


25,058 


100 


22,257 


100 


$31,701 



* Millions of dollars 



The decline in the farm population 
between 1950 and 1956 is part of long- 
term trend, though there has been a 
slight increase between 1954 and 1956. 
Farm population is now 11.3 r r of 
total V. S. population. Data covers 
April for both years shown and 1956 
estimates are gotten from 1. S. Depl. 
of Agriculture. Biggest decrease, per- 
centagewise, was in West South Central 
states, which showed 2() r t drop. Only 
hike in population was in Pacific zone, 
where increase was 0.2 /r. 0\erall 
drop in population is result of net 
annual loss of 050,000 people moving 
from farms minus net annual gain of 
301.000 in births over deaths during 
the six-year period from 1950 to 1956. 
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3. Farm productivity has risen sharply . . . 



Chart at right, from McGraw-Hill, 
shows productivity of farm workers 
per manliour from 1910 to 1955. The 
productivity per manhour is almost 
double what it was 15 )ears ago. This 
is primarily due to mechanization. 
Productivity per acre and per breed- 
ing animal has not gone up as spectac- 
ularly hut the increase has been sub- 
stantial in both cases. Productivity 
per acre figures are significant since 
cropland in u>e has changed little 
since World War I. Farmers are using 
same amount of land now as they did 
in 1920 with slight drop in late'.SO's. 




4. And there are fewer farm workers . . . 
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iNot only are farm workers produc- 
ing more, but there are less of them. 
Like the decrease in farm population, 
the numbers of people actually work- 
ing at farming is declining over the 
long term. Moreover, fewer workers 
are turning out more for a rapidly- 
increasing population. Between 1940 
and 1955. farm workers have declined 
23 ( /o while U. S. population has in- 
creased 25%. In 1940 one farm 
worker supported 11 persons, while 
in 1955 he supported The 
figures and chart at the left are taken 
material in "The Farm magazine. 



5. So that average net farm income has held up 



Though total farm income has been 
declining, it is shared by fewer (and 
more productive) people. As chart at 
right, taken from McGraw-Hill, shows 
average net income of the farm popu- 
lation in 1955 was slightl) higher than 
1950 though lower than intervening 
years. Per capita income of farm pop- 
ulation in 1955 was about the same as 
average for years since W orld War 11. 
The data above includes farmer in- 
come from all sources. Off-farm work 
is important source of income for 
farmer. Off-farm emplo\ ment now 
provides $1 out of every S3 in cash 
income to farm families. In 1954 more 
than 2 million farm operators added to 
their farm income by off-farm jobs. 



Areraje P«f income of 
nonfarni population 



Average net income of 
form population 



Dollars 
2000 




1949 



1950 



1951 



1952 



1953 



1954 



1955 
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market status continued . . . 



WITH REVOLUTION IN AGRICULTURE HAS COME BIGP 



The average farm is bigger . . . 




Willi ill*' decline in the number of farm operators lias 
eome a decrease in the number of farms and an increase in 
the average farm si/e. Even between 1950 and 1951 (the 
latter year was the date the of last agricultural census), 
the increase in farm si/e is noticeable. Since 1940 the 
number of farms has decreased well mrr 1.3 million 



It is also more mechanized . . . 



% OF FiRMS WITH 



?0 
I 



40 



60 
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TroCOrS 


1954 


Motor 
trucks 


1954 


Groin 
combines 


1950 wmmm « 

1954 




Milking 
mochmes 


1950 MHB iz 
1954 is 




Corn 
pickers 


1950 1^B« 
1954 i« 




Pick-up 
hoy balers 


I950«« 

1954 9 





Trend toward mechanization of farming continued at 
rapid clip during the 50"s. 0\er the past 15 years (1940 
to 1955 I number of tractors went from 1.5 to 4.{5 million, 
trucks from 1.0 to 2.o million, combines from 190.000 to 
960.000. milking machines from 175.000 lo 740.000, corn 
pickers from 110.000 to 660.000. Balers also increased 



FARMER PRODUCES FEWER PRODUCTS FOR HIMSE 



he technological re\olntion in farming has not only 
made the farmer more efficient and productive but has made 
him a more important customer for business. Thirty years 
ago the farmer produced 70 to <>0 r f of his production sup- 
plies. Today, he produces about half. The machinery, fuel, 
fertilizer, seed. etc.. which the fanner bins now totals a 
market <>f about $16 billion a year. The farmer has also 
become a growing market for products of the home, in- 
cluding food and dairy products. The farm market for 
home electrical appliances alone is expected to total well 
o\cr SI billion during the 1956-60 period. Since the farm- 
er is alreadv well-equipped with home appliances, most of 
this money will go for replacement products. 

While the fanner is Inning trouble with prices, the fu- 
ture looks bright. I he rapicllv growing I'.S. population 
and the growing urban standard of Ihing means an ever- 
expanding market for farm products and a way of getting 
rid of surpluses, According to the l .S. Dept. of \gricul- 
ture. population growth during the next two or three dec- 
ades max add 30-35', f to total demand for farm products. 

\nd the marvel of it all is that fewer fanners will be 
turning out this huge How of goods. Farm experts assume 
the number of farmers will dec line 15'£ during the next 20 



years and the long-term decline in population will continue. 
Farms will undoubtedly continue to grow in average size. 
This growth in the past, along with inflation and other 
factors, has increased the value of the average farm (land 
and buildings) from $5,500 in 1940 to $20,000 in 1954. 
During the 1910-55 period, the total value of farm ma- 
chinery and vehicles has risen from $3.2 to $17.7 billion. 
Agriculture is becoming "agribusiness. 1 However, it is not 
becoming big business in the industrial sense, since cor- 
porate farms account for onlv 1 r < of all farm units and 
W '< of total farm output. The fanner s wav tends more to 
the cooperative way with coops currently handling about 
20 r f of farm supplies and products. 

\ll these trends are having a significant effect on the 
farmer's life and the things he does: the time he gets up 
and goes to sleep, the time he spends listening to radio and 
tv. the time he spends with other media, his leisure hours 
and the way he spends them, the choice he makes in buying 
one product or another, one brand or another, one package 
on another. I n fortunately . there is less research than 
there should be about this market of more than 22 million 
people. One of raclio-tv s big jobs is to fill in the many 
holes in research for the advertiser. * * * 
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MS, MORE EQUIPMENT FOR BOTH FARM AND HOME 



The farmer has more amenities . . . 



Percent of farm 
homes with: 


1950 


1954 


ELECTRICITY 


78.3 


93.0 


TELEPHONES 


38.2 


48.8 


HOME FREEZERS 


12.1 


32.2 


AUTOS 


63.0 


70.9 



The agricultural census of 1954 brought out the continu- 
ing increase in electrical equipment in the farm home. 
The greater number of farm autos increases the reach of 
radio while the hike in farm home electrification makes 
them a bigger market for electric appliances. (For some 
estimates of what this market is. see chart below, right) 



So his "level of living" is up 



Farm-operator family "level of living" index, 1945-54 



Area 


1945 




1950 


1954 


r ~i increase 
1950-54 


U.S. 


100* 




122 


134 


10.2 


New England 


137 




152 


157 


3.6 


Middle Atlantic 


139' 




152 


159 


4.3 


East North Central 


131 




148 


156 


5.6 


West North Central 


126 




147 


159 


8.2 


South Atlantic 


65 




90 


106 


18.3 


East South Central 


48 




74 


90 


21.0 


West South Central 


79 




108 


121 


12.2 


Mountain 


115 




138 


148 


7.5 


Pacific 


150 




160 


171 


6.7 


Index figures are compared with U.S. 


count 


y average for 


1915 which 


Denials 100 


"Level of 1 i x i li 


hides 


figures, woi 


ked out 


In Dept. 0 



Agriculture, are calculated from percentage of farm homes 
with electricity, telephones, autos plus average value of 
products sold during preceding year. Studies ha\e shown 
these four factors are closely associated with other goods 
and services that go to make up the standard of living 



DHUGE MARKET FOR GOODS NOW AND IN FUTURE 



Farm output, U.S. population, income from 1910 to present 



Estimated appliance sales, in millions of dollars, 1956-60 




1910 



1920 



1930 



1940 



1950 



1960 



Chart above, prepared b) Agriculture Dept. illustrates 
how constantly rising U.S. population and income provides 
prop for farm products, will help take care of surpluses. 
Third factor in farm demand exports — is minor in the 
overall picture though quite important for certain crops 

Agriculture Dept. estimates of purchases of electric appli- 
ances, equipment bj farmers are shown at right. Total, 
including some appliances not shown, comes to $5.3 billion. 
Estimate for 1961-65 period is $6 billion while estimate 
for next 20 years is $24 billion ($5,300 average per farm) 



Major equipment 


Initial 
purchases 


Replacement 
purchases 


IN THE FARM HOME 






Air conditioners 


$81 


$21 


Dishwashers 


37 


26 


Dryers, clothes 


55 


23 


Freezers, home 


144 


2 19 


Heating 


20 


13 


Irons 




52 


Lights, wiring 


441 


575 


Plumbing 


105 


289 


Radios 




105 


Ranges 


42 


171 


Refrigerators 




535 


Tv sets 


156 


316 


Vacuum cleaners 


20 


88 


Water heaters 


21 


80 


Washing machines 




439 


ON THE FARM 






Brooders, chick 


4 


12 


Drill presses 


18 


15 


Feed grinders 


5 


14 


Livestock watering 


8 


18 


Milk coolers 


27 


97 


Milking machines 


23 


54 


Motors, fractional h.p. 


12 


17 


Power saws 


12 


9 


Tool grinders 


7 


8 


Water heaters, dairy 


8 


2 


Water pumps 


26 


98 
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FARM RADIO-TV STATUS 



FARM PROGRAMING: WHY IT'S 
GROWING IN BOTH RADIO, TV 

More business, search for selective audiences is the answer for radio, growing tv ownership 
is reason in tv hut some people think there still is not enough to meet sponsors* demand 



lie farm population makes up radio-tv's biggest special- 
ized audience. The only specialized audience that is bigger 
-if it can be called a specialized audience — consists of 
people who like music, any kind of music. 

It is bigger than any single geographical market. With 
its more than 22 million people, it is bigger than the Negro 
market, bigger than the foreigndanguage market. But it is 
more than that. It's separateness is emphasized by common 
economic interests. Yon bear about the farm vote, but you 
never hear about the mining and metals vote, or the package 
goods vote. There may be such a thing as a labor vole but 
who ever heard of an RL1) (Radio Labor Director) ? 

The huge size of the farm audience is emphasized by fig- 
ures in sponsor's 1956 Buyers' Guide, which shows a whop- 
ping 76 'V of radio stations scheduling some kind of local 
farm programing. This includes a substantial number of 
large, metropolitan stations, which is not unexpected since 
radio signals cover a lot of ground. Of course, the impor- 
tance of farm programing differs station by station. How- 
ever, 2o r < of stations listed in the Guide were considered 
farm specialists — programing five hours a week or more. 

Practically every farm home is a radio home. The differ- 
ence in radio saturation between the \ielsen C and D 
counties and the A and P> counties is negligible. The 
actual figures, respectively, are 95.5 f ,t compared with 96.6 
and 97^7. And the rural and \ illage audience do a little 
more listening than people in metropolitan areas. 

Farm television is growing in importance. As of July, 
farm tv ownership was says the Market Research 

Corp. of \merica, a jump of 25 r r over Julv 1955. 

While farm tv programing was on the air as early as 1948, 
it didn't really get underway until 1953, the first year fol- 
lowing the FCC's tv station thaw. Reason: smaller markets 
opening up. many of thein right in the middle of rich farm 
bells. Of the 100-odd Iv stations which answered sponsor's 
questionnaire for the current farm issue, three out of 10 
reported they started farm programing in 1953. 

Meanwhile, stations adding farm shows to their schedule 
are doing so at a stead) clip, with the pace apparently in- 
creasing if answers to sponsor's quest ionnaire are an indi- 
cation. Fourteen stations reported adding farm programing 
in 1951, 15 reported doing so last \ear and through Septem- 
ber of this year 17 stations said they added farm shows of 
one kind or another to their programing schedules. 



On both radio and tv. the average amount of farm pro- 
graming is increasing. About a third of all radio and tv 
stations reported increasing their programing over the num- 
ber of hours beamed to farmers last a ear. These reports 
come from a total sample of about 350 stations in all. 

Prime reason for the increase in tv programing is ob- 
viously tied in with the growing farm tv ownership. As for 
radio, two trends are apparently at work. More business 
must account for some of the increase. Secondly, the long- 
term trend in radio programing involves the search for 
means of reaching selective 

audiences to provide radio HGdft Of TdCliO 

with specialized markets as 
well as the mass market it 

always had. While many tv stations talk shop to farmers, 
the) don't specialize to the degree found on radio. 

Farm advertisers: The growing amount of farm business 
on radio (and tv as well) is coming from the type of firm 
which would be naturally expected to buy into farm pro- 
graining. Speaking of those on the national and regional 
lev el, these adv ertisers consist of manufacturers of feed, seed, 
insecticides, building materials, bacteriologicals for animals, 
fertilizer, fuel for farm equipment and the like. 

Here's a cross-section of national and regional accounts 
of this type currently reported using farm radio: Interna- 
tional Harvester, U.S. Steel, U.S. Rubber. Lilly. Du Pont, 
Standard Oil of California. Ralston Purina. General Mills. 
Charles Pfizer, Swift, Stalev Milling. Fairbanks Morse. Allis 
Chalmers, General Motors, R. F. Goodrich, \utrena. Rohm 
and Haas, Continental Oil, Midland Cooperatives, Bnrdick 
Elevators. Donco, Inc., Colorado Rural Electrification Assn.. 
National Farmers Union, etc. Man) also appear on tv. 

Advertisers selling non-farm goods are also represented. 
Retailers of general consumer products are substantial users 
of farm radio and there is also a smattering — but only a 
smattering of national advertisers of consumer goods. 

Examples: Ted Mangner. farm director of KMOX, St. 
Louis, has been selling for Rristol-Mv ers for three years. 
Gradv Cole, farm editor of WRT. Charlotte, has been selling 
RC Headache Remedy for over 20 \ ca is. Chesterfields for 
10 )ears. WPTF. Raleigh, has Readers Digest as an adver- 
tiser: WOW. Omolia. has Curtis* Candv : KGNO, Hodge 

{Please tarn to page 46) 
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NELSON MclNINCH, center, KN.\. 
l.o* Angeles, RFD, grins at 1956 Indio 
date festival (for reason, s-ee story) 




FEED CONCENTRATE pets point-of-sale plug 
tying in farm director of WJTN, 250-watter in 
Jamestown. N.Y. RFD is Robert 'Doc' Webster 



BERT HUTCHISON, KDKA, Pitts- 
burgh, with mike, records tape inter- 
view with fanners at 'Grassland* event 




JIM TODD, right. KFI. Lo* \„ 
gelos, takes pn— -e— ion of Packard, 
now familiar ~ight in KFI area 

john Mcdonald, i,riow, wmi 

Nashville, N \RTFD head, does 
noon farm show at a local fair 





framing is farm director but he is backed by many services on farming 




CHUCK MULLER, KOA, Denver, RFD. 
jt holding mike (left), discusses butane 
tractor with 111 dealer at state fair 




WRFD, Worthington, 0., has own tent 
_^ at ^ n '° ^ lat<1 Fair. Station also used 

other locations, mobile unit at fair MILK PARLOR: Tank truck picks up milk from KWTO, 





Springfield. Mo., demonstration 'milk parlor,' which sta- 
tion's farm service department runs at a local fair 





JIM HILL, associate RFD, 
WCCO, Minneapolis-St. Paul, sees 
display of station feed sponsor 



JACK STRATTON, 1, RFD ; Vernon 
Duncan, farm reporter, WKY, Okla- 
homa City, used for client p-o-s poster 



LES HARDING, 1, KELO, ; $i. 
Sioux Falls, Roger Rnssel, an- , •_'!•- -X^ "2* 
nouncer, discuss Nutrena ads 




FARM RADIO-TV STATUS COIl 1 1 II 11 C(l 



Citv. has Ford car.*.. Among other client? reported are S.S.S. 
Tonic. Prince \lbert tobacco. Camel. Luckv Strike and the 
Institute of Life Insurance. 

The latter incidentally. starts an important institutional 
campaign this month. In a 26-week drive, the Institute will 
u-e 29 major stations three times weekly for a total of more 
than 2.200 announcements to sell the advantages of life in- 
surance. Farm directors will, in most cases, deliver the sales 
message tliemseh es. 

Though other consumer goods ad\ertisers can lengthen 
this list, the fact remains that, as a group, manufacturers of 
general consumer goods are not big users of farm radio (or 
t\ ). While reasons vary, the most common attitude among 
such clients is that they can reach the farmer through gen- 
eral radio and tv advertising. 

Farm stations do not deny the farmer can be reached in 
many ways. But. they maintain, nothing can replace the 
high-powered salesmanship of a farm director talking to 
farmers and the loyally radio-tv audiences have for a person 
who talks their own language. While stations point out this 
loyalty and sales persuasion cannot be measured in terms of 
cost-per- 1,000, they also add that main farm shows can 
boast high audience figures and low cost-per- 1,000. KPRC, 
Houston, has an earl\ morniii" farm show which beats all 



competition. \\ SB, Atlanta, has a noontime show which 
beats all comers. A Dallas station reports one of its farm 
shows has five times the rating of the second highest show. 
A Tulsa station gets nearh half of all sets-in-use with an 
early morning program. 

A number of stations told sponsor (guiltily ) that farm 
stations themselves were to blame for the .Madison Ave., in- 
difference. \\ KV. Oklahoma City, which reported that the 
consumer advertiser picture has been improving over the past 
five years, with more tobacco and auto accounts buying farm 
programing time, added, however: ''There is still a lack of 
dynamic sales promotion material. The farm radio picture 
needs new blood and new methods." Among those echoing 
this was KCDM, Stockton. Co-owner Alan Torbet com- 
plained that much selling was on a hit-and-miss basis with 
no unified effort. 

Many stations have not been active in going after con- 
sumer good clients. Said R. W. Youngsteadt. sales man- 
ager of W'l'TF. Raleigh: "Until recently all efforts have 
been made to get farm accounts into farm periods. Now 
we are going after consumer goods accounts for the first 
time." The station had been busy fighting off the inroads 
of tv and. after seeing some national farm accounts move 
into video, is being rewarded by the return of some of them. 



Though comparatively new to farm programing, tv stations have mastt 




MILT BRANDL of W'ISN-TV, Milwaukee, inter- 
views bystander al Wisconsin cherry display. 
Farm station- are active in plugging local produce 



MAL HANSEN, r.. farm direclor. Meredith WOW. 
Inc.. discuses animal care for W OW -T\ . Omaha, 
camera* with chief herdsman al famous BovsTowu 






FLOWERS: Dave Hotiman. 1, ass'ljf 1 
sion cdilor: Fd Cotl, hoi tieull in 
enss filadiolas for W'OI-TX . \im 






HORSE SHOW: While WWK-TX. I.oiii-villc. 
ml farm service announcer- look on (upper left pho- 
to), horse is put through pace- for -union program 



HOW-TO-DO-IT: Proper barbecue technique is 
^ shown before cameras of WII!W'T\, Topeka. 
Suburban appeal i- oflen put in farm programing 



A. 



1 



'DOC RUHMAN, \VUA1'T\. Fort 
farm edilor. di-cn— es consumer pnxli 
a gnesi on his Iv farm show. 'Fa mil 



It is a moot point among broadcasters w hether they should 
yo after national consumer accounts at this time. John 
Aldern. farm sales manager of KOA, Denver, said. "There 
is still too much to he done in efforts to attract national ad- 
vertisers of agricultural goods. The field is wide open.' 

Another comment along this line comes from sales-con- 
scious Bert Hutchison, agricultural director of KDK V. Pitts- 
burgh, lie told sponsor: 

"Recently I took a Pennsylvania farm paper and counted 
the number of ads. The number was well over 130 different 
advertisers. To me there is no reason win farm radio 
should not be attracting more of these advertisers to the 
radio medium. Granted some of the advertisers in the farm 
publication do buy radio time, there were main who did not. 
I think it is up to farm directors, sales staffs and advertising 
agencies to present the farm radio story more aggressively. 
An\ survey showing the number of rural homes reached by 
radio and those reached by farm publications shows that 
radio leads by a ridiculous number." 

And W OW. Omaha, reported it was pitching mostly to 
farm accounts because such industries as oil. food, drug and 
autos are "unaware of the quality of the fanner as a con- 
sumer goods buyer." 

(Please turn to page 122) 



jiy aspects of appealing to farmers 




ILL BISCHOFF 





L BISHOFF, WCKT (TV ). 
■tni, lalks aliout ofips. Station went 
air 29 July 1956. lias farm -how 



DEREK R00KE 

VETERAN: WMCT <T\ t, Memphis, 
has heen programing lo farm audience 
-ince 1919. Shown is Derek Rooke. TFD 




'NORED: Bill Thtewnhuwn, 1, 
WkOW'-TV, Madron, wa» 1 11 
iner. talks with Rep. Glenn Da\ies 




SAFETY: Harvey Dinkins, 1. WSJS-TV. 
Winston Salem, talks with accident 
victim about problem of farm safely 



THESE SIX SPONSORS 
BOOSTED FARM SALES 



FEEDS: When the makers of Archer Feed? and 
their agency. Xelson-Willis, Minneapolis, decided to 
measure pulling power of radio in the farm market, 
they chose WCCO's Farm Topics. Aired from 6:(X) 
a.m., the show featured three Archer announcements 
offering a do-it-yourself painting book. Result: 
2.660 requests. Sponsorship was renewed. 

CARS: On a Thursday and Monday this fall, two 
three-minute interviews were aired by AI Bauer, 
farm director of KSLM, Salein, Ore. Key topic was 
discussion of cars by the Ford agency dealer in 
Salem and Bauer. By Tuesday afternoon, follow ing 
the second interview, 22 new Ford automobiles had 
been sold — seven of them to farmers. 

FEEDS: The Staley Milling Company chose as its 
sales vehicle a half-hour panel-quiz program, Town 
and Country Quiz, on WOW-TV, Omaha, Neb. Mai 
Hansen, farm service director of the station, acted 
as m.c. Within a short time, the feed manufacturer 
had increased business in the area by approximately 
41 '/r and attributed rise to television. 

DRIERS: When the McKan Co. of Houston placed 
a campaign on KTKH's early-morning Farm Front 
Show, the station's farm director felt he should 
familiarize himself with what was an unusual prod- 
uct. The product, quonset-type driers and storage 
facilities for grain, sold for from $15,000 to $100.- 
000 each. The RFD ad Iihhed all commercial?. 
Follow ing the first program, a $25,000 building was 
sold. In three months. McRan grossed about $250.- 
000 due to the show. 

FERTILIZER: A fertilizer company offered three 
lead pencils for every pencil stub sent into the sta- 
tion. Offer was made on Farmer's Forum, K.FSB, 
Joplin, Mo.. 6:05-6:30 a.m. Monday through Satur- 
day. Response came from more than 100 counties 
in seven states as a direct result of the offer. 

FLOUR: C-ooch's Milling. Lincoln. Neb., sponsors 
Farmers Wife, a homeinaking show, on KMA, 
Shenandoah, la. Earlier this year, the show's hos- 
tess, Florence Falk. told listeners that for 40 labels 
from a Gooch product they could obtain a pair of 
nylons. As a result. 3.115 mail requests were re- 
ceived. Since 40 labels are equal to $5.50 in mer- 
chandise. $17,132.50 in products had been bought. 



47 





41,081 WRITTEN REQUESTS FOR 
SEEDS CONFIRM KPRC RADIO 



LISTENERSHIP AND COVERAGE 



Dramatic proof of listenership arte 
coverage was obtained when KPRC 
offered free tomato and zinn'J 
seeds. 41,081 requests from 126 
Texas counties confirmed agair 
what market-wise timebuyers havi ■ 
known for over 31 years ... on thf ^ 
Texas Gulf Coast (and in 89 othet 
counties) they really listen to KPRC! 



FIVE GOOD REASONS 

why Texans listen to KPRC! 



m^3 3. ARTIST 





Newt gothered by teven full , time ntwi 
tpeciolittt for 15 doily thowt It written and 
edited for Texot listeners. Five AP wires for 
regionol ond notionol coveroge. Direct wire to 
U. S. Weother Bureou. 



Music thowt feature well known Texot person 
olitiet. Veteron entertainer, Lee Norton, utet hit 
fomout chorocter originations, "Poncho" ond 
"Fotheringay." Zony Bob Byron tpint ditct, cutt , 
copert. Othert include Bruce Loyer, Biff Collie, 
Bob Wintet and Dick Eoton. 



Artitt Don Ettet, with teveral hit recon 
on the RCA-VICTOR lobel it o ttrong U * 
with the weoker sex. Dan, farmer NBC < * «fa 
it feotured doily on "Sunrise Serenode," f *fy 
oil the lotest pop tunet ond tpinning If 



a 









■ 






i * 












i 


















HOUSTON 

ON YOUR DIAL 

5000 watts 

Jack Harris, 

Vice President & General Manager 

Jack McGrew 

National Sales Manager 

Nationally Represented by 
Edward Petry & Co. 



iP music, Texas style, is provided by ever- 
ll|jlar Curly Fox, Miss Texas Ruby and the 
JKchasers." Curly, "World Champion Old 
' i Fiddler," and Texas Ruby draw thousands 
ill) month with their personal oppearances. 



Form news, local, regionol ond notional, is 
gothered and edited by George Roesner, "Dean 
of Texos Form Broadcasters," ond his sidekick, 
"Buck" Buchanan. These two personally cover 
oil Gulf Coast livestock shows, conventions, 
farm youth- activities and other rural events. 



Lawrence Welk and his 

HONOLULU FRUITQUM BAND 




pictured about 1934 during their 



9 year stand on 



WNAX 



WNAX-570, the Big Aggie sta- 
tion, introduced Lawrence Welk to 
radio audiences way back in the 
days of ear phones and crystal sets 
. . . 1927 to be exact. Even in 
those pioneering radio days, Big 
Aggie had a sharp ear for talent 
and knack of knowing what people 
like to listen to. 

Today, Welk's sparkling cham- 
pagne music is the toast of the 



nation, and WNAX-570, the Big 
Aggie station, is the toast of the 
hundreds of leading advertisers 
who use its airwaves to sell their 
products. Yes, both Welk and 
WNAX have grown and developed 
into top performers. Welk is among 
the top ten TV attractions in the 
nation. WNAX-570 is a top-of- 
the-list radio buy, delivering a big 
monied audience in the broad, 5- 
state "Big Aggie Land." 




The Lawrence Welk aggregation today. A top TV 
attraction. Heard every Sunday on KVTV Channel 
9, WNAX-570's sister station in Sioux City, Iowa. 




WNAX-570 

Yankton, So. Dakota 

CBS Radio 



CBS 



ABC 



Sioux City, Iowa 



Cowles stations — Under the same 
management. Don D. Sullivan, 
General Manager. Represented 
by Kati. 



.)!) 
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3 • CROSS-SECTION OF STATIONS CARRYING FARM TV PROGRAMING 



Farm stations below are partial list only oj some 2.">0 t . S. stations which carry 
farm programing. List is based on stations replying to m'onnoh questionnaire. 
For more complete list of farm tv stations, see si'o\>ou's 1956 Buyers' Guide. 



State 


City 


Call 
letters 


Channel 


Power 


Net 


Farm 
programing 
began 


Week ly 
hours 
farm 


Programing Today 
M ore Less Same 


Farm Director 


ALA. 


ANDALUSIA 


WAIQ 


2 






1955 


4« 2 


X 


Tom Eden 


1 


BIRMINGHAM 


WABT 


13 


316.000 


ABC 
N BC 


1954 




X 


Boyd Evans 


AUK. 


TEXARKANA 


KCMC-TV 


6 


1 00,000 


A PC 
CBS 


1955 


1*4 


X 


John Shipley 




F R F^ Kl n 
r i» c o n \j 


K F R E 


1 2 


7 I c nnn 






2 




Wally Erickson 




FRESNO 


KM J-TV 


24 


447.000 


N BC 


1953 


1 1 4 


X 


Ed Sturgeon 


/ 


LOS ANGELES 


K N XT 


2 


4G.800 


CBS 


1953 


IU 


X 


Paul Pierce 




LOS ANGELES 


K RCA 


4 


47.0CO 


NBC 


1953 


1 5 6 


X 


Norville Gillespie 


| 


KtDDINb 


K VI P-T V 


7 


30.000 


NBC 


1 957 


x h 






cow 


HAKIrUKU 


W6T H -T V 


1 8 


2 10. COO 


CBS 


1 956 


5 1 2 






FLA. 


U A T 1 UNA UtAUH 


WE5H -T V 


2 


5.000 




1 956 


' 2 








JACKSONVILLE 


WMBR-TV 


4 


ICO. COO 


ABC 
CBS 


1949 


5 6 


X 








MIAMI 




WCKT 


7 


5 1 c nnn 

j 1 b.UUU 


NBC 


1 956 


1 1 19 




William Ritrhnf? 

TV 1 1 1 1 41 III D I3UIIHI 




ORLANDO 


WDBO-TV 


6 


100.000 


ABC 
CBS 
NBC 


1955 


"a 


X 








WEAR 


3 


55.400 


CBS 


1 954 


1 1 £. 
■ . 2 




Jack Ko.ir.cy 




TAMPA 


WFLA-TV 


8 


316.000 


NBC 


1956 


1 1 3 


X 


Mardi Dies 


(J A. 


ATLANTA 


WLW-A 


1 1 


316.000 


ABC 


1953 


3'j 


X 




1 


AUGUSTA 


WJBF 


6 


I0O.000 


NBC 


1953 


4 


X 


J. W. Chambers and 
John Radock 




COLUMBUS 


WRBL-TV 


4 


100.000 


ABC 
CBS 


1954 




X 




V. O. Deloney 


— 


ROME 


WROM-TV 




32 000 




1 953 






Bob Martin 





THOMASVILLE 


WCTV 


6 


inn nun 


N BC 


1956 


5 




Don Erickson 


hi.. 


CHAMPAIGN 


WCIA 


3 


100,000 


CBS 
NBC 


1953 


1 u 








PEORIA 


WEEK-TV 


43 


1 75.000 


NBC 


lM'J 


5 12 


X 






ROCKFORD 


WREX-TV 


13 


I6.8C0 


APC 
CBS 


1953 


4 


X 


Lec Davis 


; I IN I). 


B LOOM 1 N GTO N 


WTTV 


4 


100.000 


ABC 


1953 


2" 2 


X 


W. T. Anderson 




INDIANAPOLIS 


WFBM-TV 


6 


ioo.ooo 


NBC 


1949 


2 


X 


Har y Martin 




MUNCIE 


WLBC 


49 


14. GC0 


ABC 
CBS 
NBC 


1956 


1% 


X 


Lee Alltrton 


- 


SOUTH BEND 


WNDU-TV 


46 


1 85.000 


N BC 


1956 


1 


X 


Lamont McLoughlln 





SO. BEND-ELKHART WSJV-TV 


52 


250.000 


ABC 


1 954 


91/. 
' 2 




Fa rest Boyd 


| 

l()W A 

1 


AMES 


WOI-TV 


5 


100.000 


ABC 




93 . 




Dale W i 1 1 1 ams and 
Dal lis McGinnis 




DES MOINES 


WHO-TV 


13 


3IG.000 


NBC 


1954 


2' 2 


X 


Herbert H. Plambetk 




FT. DODGE 


KQTV 


21 


330,000 


NBC 


1953 


l',a 


X 






OTTUM WA 


KTVO 


3 


icc. ooo 


CBS 
NBC 


1955 


2' 2 




Dean Osmund son 


, 


SIOUX CITY 


KTI V 


4 


ioo.ooo 


NBC 


1 955 


1 








SIOUX CITY 


KVTV 


9 


288.000 


CBS 
NBC 


1953 


5 


X 


Cliff Adams 


K tVS. 


TOPEKA 


WIBW-TV 


13 


3IG.O00 


ABC 
CBS 


1953 




X 


Wrs Seyler. Wilbur 
Lrverlng. Dick Nichols 




WICHITA 


KARD-TV 


3 


ioo.ooo 


NBC 


1955 


6 2 3 


X 


Dale Watson 


KV. 


LOUISVILLE 


WAVE-TV 


3 


ico. coo 


NBC 


1951 


1 


X 


Shirlfy Anderson 




LOUISVILLE 


WHAS-TV 


1 1 


316.000 


CBS 


1953 


1 2 


X 


Barn: y Arnold and 
Hayden Tuiulous 


LA. 


MONROE 


KNOE-TV 


8 


230.000 


ABC 
CBS 
NBC 


1953 


1% 


X 


Mac Ward 






















NEW ORLEANS 


WDSU-TV 


6 


ioo.ooo 


ABC 
CBS 
NBC 


1954 


5 12 


X 




micii. 


DETROIT 


WJBK-TV 


2 


100.000 




1950 


2' 2 


X 






DETROIT 


WWJ-TV 


4 


ioo.ooo 


NBC 


1951 




X 


Join F. Merrifleld 




GRAND RAPIDS 


WOOD-TV 


8 


3I6.0O0 


NBC 


1953 


l'4 


X 
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Station rep 

Blalr-TV 

V R 4 MeC 

Blalr-TV 
Raymer 

CBS TV Spot Sal 
NBC Spot Sales 
Bran ham 

CBS TV Spot Sal 
Petry 



CBS TV Spot Sal 

NBC Snot Sales 
City 

Blalr-TV 

Holllngbcry 
Blalr-TV 



Crosley 
Holllngbrry 

Holllngbcry 

McGillvra 
BlairTV 
Holllngbery 

Headley-Reed 
H R 

Meeker 
KaU 

Walker (N Y.) 
Holman (Chicago' 

Petry 

H-R 

Weed 

P. G & W 
John E. Pearson 
Boiling 

Hollingbery 
KaU 

Capper 

Petry 

NBC Spot Sales 
H. R & P 

H-R 



Katz 

Merrifleld 
KaL; 



tv stations , vntinued 



State 
MINN'. 



MO. 



MO VI 

.N FR. 



n. <:. 



City 

M NPLS. ST. PAUL 
M NPLS. -ST. PAUL 
MINNEAPOLIS 
COLUMBUS 

HATTIESBURG 

MERIOIAN 

COLUMBIA 

HANNIBAL 
KANSAS CITY 
ST. JOSEPH 
MISSOULA 
KEARNEY 

SCOTTSBLUFF 
OMAHA 

PLATTSBURGH 

ROCH ESTER 

SYRACUSE 
ASHEVILLE 
CHARLOTTE 

DURHAM 
GREENSBORO 



GREENVILLE 



WINSTON-SALEM 
.V I). BISMARCK 



Call 
letters 

KSTP-TV 

WCCO-TV 

WTCN TV 

WCBI-TV 

WOAM-TV 

WTOK-TV 

KOMU-TV 

KHQA-TV 
KCMO TV 
KFEQ-TV 
KGVO-TV 
KHOL-TV 

KSTF-TV 

WOW-TV 

WPTZ 

WROC-TV 

WHEN-TV 

WLOS-TV 

WBTV 

WTVO 

WFM Y-TV 

WNCT 

WSJS 
KFYR-TV 



OHIO 



COLUMBUS 
COLUMBUS 



STEUBENVILLE 



TOLEOO 



OKI. A. OKLAHOMA CITY 

OKLAHOMA CITY 
TULSA 

OIIK. KLAMATH FALLS 

SALEM 
I'A. JOHNSTOWN 
It. I. PROVIOENCE 

S. C. CHARLESTON 
COLUMBIA 
FLORENCE 

GREENVILLE 
S. I). RAPIO CITY 

SIOUX FALLS 

'HAN. KNOXVILLE 

MEMPHIS 
1K\, AMARILLO 

AUSTIN 



WBNS-TV 
WOSU-TV 
WSTV-TV 

WSPO TV 

K WTV 

WKY-TV 

KOTV 
KOTI 
KORT 
WJAC-TV 
WJAR TV 

WUSN TV 

WIS-TV 

WBTW 

WFBC-TV 
KOTA-TV 

KELO-TV 

WBIR TV 

WMCT 

KGNC-TV 

KTBC-TV 



Channel 
5 
4 
1 1 

4 
9 
1 1 



7 
5 
2 
13 
13 



8 
13 

3 



Pwer 

loo.ooo 

100.000 
316.000 

30.000 
57.500 
316.000 

251.000 

316.000 
100.000 
52.000 
58.780 
204.000 

12.500 

100.000 

20.000 

100.000 

200.000 
179.000 
100.000 

316,000 
100.000 
316.000 



316.000 



100.000 



224.000 



4 



214,000 



230,500 



316.000 



9 

4 

6 
2 

6 
10 

2 
10 
8 

4 
3 



10 

5 
4 



316.000 

100.000 

100,000 
13.500 

70.800 
315.000 

100.000 
209.000 
316,000 

100.000 
75.000 

220.000 

316.000 
100.000 
100,000 

316,000 



Net 
NBC 
CBS 
ABC 

CBS 
NBC 

ABC 
NBC 



CBS 
NBC 
ABC 

ABC 
NBC 

CBS 

CBS 

CBS 

CBS 

ABC 
CBS 

ABC 
CBS 
NBC 



ABC 
NBC 

ABC 
NBC 

CBS 

ABC 

ABC 
CBS 
NBC 

ABC 
NBC 



ABC 
CBS 



ABC 
CBS 



NBC 



ABC 
NBC 



CBS 



ABC 
CBS 

ABC 
CBS 
NBC 

ABC 
CBS 

NBC 



CBS 
CBS 



ABC 
NBC 

NBC 

NBC 

ABC 
CBS 
NBC 

NBC 

CBS 
NBC 

ABC 
NBC 

CBS 

NBC 

NBC 



ABC 
CBS 
NBC 



Farm 
programing 
began 

1948 

1953 



Weekly 
hours 
farm 



Programing Today 
More Less Same 



1953 



1953 

1953 
1956 
1953 
1954 
1953 

1956 

1949 

1954 

1956 

1948 
1955 
1956 

1955 
1952 
1953 
1954 



1949 
1956 
1953 



1952 



1949 

1950 
1956 

1955 
1952 

1954 
1953 
1955 

1954 
1955 

1953 

1956 
1949 
1953 

1953 



Farm Oirector 
Cal Karnstedt 
Harry Sefls 



Station 

Petry 

P, G &. W 
Katz 

McGillvra 
Pearson 



3' 2 
I I 6 

Hi 



2 I 12 
I 

Vl 

I 

2 "2 



Bob Holland 

Gail Bank 

Oick Faler 
C. W Jackson 
Harold J. Schmitz 
Tony Rollins 
Tom Nuss 



Mai Hansen and 
Arnold Peterson 



Headley-Reed 

H-R 

Weed 



Katz 

Gill-Perna 
Meeker 

Holllngbery 



ItS 



Blalr-TV 



Bird Blrdan 

R. Fred Broun, Jr. 

Harry Mlddleton 
George Perry 
Eck Wall 



Blalr-TV 
Holllngbery 



Katz 

V. R & McC 
CBS TV Spot 

Petry 

H. R &. P 



ft 



Hollingbcry 



Harvey Dinkins 



Headley-Reed 



William Zipf 



Blalr-TV 



2'/j 
Hi 

2 "a 



Janus Chapman 



E. P. Taylor 



Avery. Knodel 



Jim Ncssle 



Katz 



2 2 3 
I 2 3 
2 



Wayne Liles 



Jack Stratton and 
Vernon Ouncan 



Bob Thomas 



Avery- Knodel 



Katz 



Petry 
Blalr-TV 



2 

I I 3 
I 



2 

2', 
6 

Wt 
I 



Walter Cove II 
Douglas Bradham 

Tom Rogers 

Ben Leonard 
Gene Taylor 



Ralph MeOode 

0 n k Rooke 

J. Garland Smith and 
Hal Mayflcld 



Katz 
Weed 

Wood 

P. G & W 
CBS TV Spot S« 



Woed 



Headley-Reed 



Katz 



Oavc Shanks 



Blair-TV 
Katz 

Raymer 
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rv stations (ontinuetl 



1 ate 


City 


Call 
letter s 


Lrlltin lit I 






Farm 
programing 
began 


Weekly 
hours 
farm 


Programing Today 
M ore Ltss Same 


r ui in \j 1 1 v* i i_h 


Station rep 




CORPUS CHR1STI 


KVDO-TV 


22 


20.800 


ABC 


1954 




X 


Bart Boyd 


Young 




FORT WORTH 


WBAP-TV 


5 


100.000 


ABC 
NBC 


1949 


1 


X 


W. A. Ruhmann 


P. G &. W 




HOUSTON 


KTRK-TV 


13 


3 1 6,000 


ABC 


1955 


'/> 


X 


Dewty Compton 


Holllngbrry 




LUBBOCK 


KDUB-TV 


13 


316.000 


CBS 


1952 


1 


X X 


Ray Trent 


Branham 




SA N ANTONIO 


KENS-TV 


5 


100.000 


CBS 


1953 


1 


X 


Bltt Shomette 


P. G A. W 




SAN ANTONIO 


WOA 1 -TV 


4 


100.000 


ABC 
NBC 


1956 


5 12 




Bill McReynolds 


Pttry 




TEMPLE 


KCEN-TV 


6 


100.000 


NBC 


1953 


2", 


* 




Hotllngbery 




WACO 


K WTX-T V 


10 


107.000 


ABC 
CBS 


1955 


3 3 i 


x 


Johnny Watkins. 
Pat Patterson 


Pearson 


TAII 


SALT LAKE CITY 


KSL-TV 


5 


28.300 


CBS 


1949 


' 2 


X 




CBS TV Spot Salt 


A. 


HARRISONBURG 


WSVA-TV 


3 


8.300 


ABC 
CBS 
NBC 


1954 


15 


X 


Homer Quann 


P. G A. W 




ROANOKE 


WSLS-TV 


10 


316.000 


NBC 


1952 


m 




Glen Howell 


Avery- Knodel 


'ASH. 


SPOKANE 


KREM-TV 


2 


100.000 


ABC 


1955 


'/a 


X 




Pttry 


. VA. 


HUNTINGTON 


WSAZ-TV 


3 


46.800 


NBC 


1951 


2 




W D. Click 


Kat2 




WHEELING 


WTRF-TV 


7 


316,000 


ABC 
NBC 


1953 


72 




Wesley M. Manley 


Hollingbery 


ISC, 


MILWAUKEE 


WISN-TV 


12 


316.000 


ABC 


1955 


l 3 ,4 






Petry 




MADISON 


WISC-TV 


3 


100.000 


CBS 


1956 


5 




Bill Groves 


P, G. W 




MADISON 


WKOW-TV 


27 


200, OCO 


ABC 


1955 


2"a 




Roy Gum tow 


Headley-Reed 




WAUSAU 


WSAU-TV 


7 


100.000 


ABC 


1954 


7 




Buck Leverton 


Meeker 



r.BS 
NBC 



3 ' CROSS-SECTION OF STATIONS CARRYING FARM RADIO PROGRAMING 





Farm stations below are partial list only of some 


1900 r. S. 


stations which 


carry 










farm programing. List 


(5 based 


on stations replying to sponsor questionnaire. 










For more complete list 


of farm 


radio stations, see 


sponsor's 


1956 Buyers' 


Guide. 








tate 


City 


Call 
letters 


Frequency 


Power 


Net 


Hours 


Programing hours 
More Less Same 


Farm Director 


Station rep 


iLA. 


AUBURN 


WAUD 


1230 


250 


ABC 


5 


X 


Bobbie Sanders 






SCOTTSBORO 


WCRI 


1050 


250 




4i/, 


X 


Larry Garner 




RK 


ARKADELPHIA 


KVRC 


1240 


250 


MBS 


8 


X 


Bill Deaton 


HII F. Best 




JONESBORO 


KBTM 


1230 


250 


MBS 


9 


X 


Clarence Adams 


Burn-Smith 




LITTLE ROCK 


KTHS 


1090 


50,000 


CBS 


4 


X 


Marvin Vines 


Branham 




ROGERS 


KAMO 


1390 


1,000 




7'/ 4 


X 




HII F. Best 




STUTTGART 


KWAK 


1240 


250 


MBS 


15 


X 


Marvin HefTington 


HII F. Best 


:al. 


BAKERSFIELD 


KPMC 


1560 


10.000 


ABC 


2'/2 


X 




Burn-Smith (E) 
H. Oakes (W ) 




CORONA 


KBOC 


1370 


1,000 




1 V, 


X 


Lou Evans 






HANFORD 


KNGS 


620 


1.000 




8 


X 


Dave Camp 


H. Oakes 




LOS ANGELES 


KFI 


640 


50,000 


NBC 


6'/2 


X 


Jim Todd 


Christal 




LOS ANGELES 


KNX 


1070 


50,000 


CBS 


6 




Nelson Mclninch 


CBS Radio Spot S 




PETALUMA 


KAFR 


1490 


250 




12 


X 


Chuck Currier 


Bdcit Time Sis. 




STOCKTON 


KG D M 


1140 


5,000 


CBS 


l'/2 


X 


John Mackenzie 


Blair 


:ol. 


DENVER 


KOA 


C50 


50.000 


NBC 


9'/ 2 


X 


Chuck Maler 


NBC Spot Sales 




GREELEY 


KFKA 


1310 


1.000 




16 5 6 


X 


Larry Kirk 


Holman 




LA JUNTA 


KBNZ 


1400 


250 


MBS 


4'/ 2 


X 


John A. Doengeo 


Indie 




PUEBLO 


KGHF 


1350 


5.000 


ABC 
NBC 


3 


X 


Jack Duan* 


Gill-Perna 




STERLING 


KGEK 


1230 


250 




5-5'/2 


X 


Al Ross & Al Casey 






STERLING 


KOLR 


1490 


250 


MBS 


7 


X 




Holman 


:o>.\. 


HARTFORD 


WTIC 


1080 


50.000 


NBC 


9 


X 


Frank Atwood 


Christal 


tJEI.. 


DOVER 


WDOV 


1410 


1,000 




8 


X 


Virginia Bracken 


Webb 
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>re it is— to help you plan marketing 

and advertising campaigns 



naiiy years agencies and advertisers have asked for coin- 
spot radio market information. Now, for the first time, 
availahle in one concise reference for radio markets 

I the nation shown in the list on this page — with 

>ns that cover over 46% of all the radio sets in the 

id States. 

W advertising or sales executive can have at his finger 
— a history of the market, retail outlets, radio and 
ision facilities, newspaper circulations and rates, and 
folic factors that prevail. All yours for the asking. 




STER.S, Griffin, Wo obwamx inc. 

Honeer Station Representatives Since 1932 

250 PARK AVENUE • NEW YORK 17, NEW YORK 



EAST-SOUTHEAST 




WBZ+WBZA 


Boston -|- Springfield 


51,000 


WGR 


Buffolo 


5,000 


KYW 


Cleveland 


50,000 


WWJ 


Detroit 


5,000 


KDKA 


Pittsburgh 


50,000 


WFBL 


Syracuse 


5,000 


WCSC 


Charleston, S. C. 


5,000 


WIST 


Charlotte 


5,000 


WIS 


Columbia, S. C 


5,000 


WSVA 


Harrisonburg, Vo. 


5,000 


WPTF 


Roleigh — Durham 


50,000 


WDBJ 


Roanoke 


5,000 


MIDWEST-SOUTHWEST 




WHO 


Des Moines 


50,000 


woe 


Davenport 


5,000 


WDZ 


Decatur 


1,000 


WDSM 


Duluth — Superior 


5,000 


WDAY 


Farga 


5,000 


WOWO 


Fort Woyne 


50,000 


WIRE 


Indianopolis 


5,000 


KMBC-KFRM 


Konsos City 


5,000 


wise 


Madison, Wis. 


1,000 


KFAB 


Omoho 


50,000 


WMBD 


Pearia 


5,000 


KFDM 


Beoumont 


5,000 


KRIS 


Corpus Christi 


1,000 


WBAP 


Ft. Worth— Dallos 


50,000 


KENS 


San Antonio 


50,000 


MOUNTAIN 


AND WEST 




KBOI 


Baise 


5,000 


KGMB-KHBC 


Honolulu — Hilo 


5,000 


KEX 


Portland 


50,000 


KIRO 


Seottle 


50,000 



CHICAGO 



DETROIT 



1. Michigan Ave. Penobscot Building 



cago 1, Illinois 



Detroit 26, Mich. 



ATLANTA 

Glenn Building 
Atlanta 3, Georgia 



FORT WORTH HOLLYWOOD SAN FRANCISCO 

406 \V. Seventh St. 1 750 N. Vine St. Russ Building 

Fort Worth 2, Texas Hollywood 28, Calif. Sjn Francisco •/, Calif: 



I 



radio stations continued 



State 



IDAHO 



ILL. 



City 
GEORGETOWN 
ATLANTA 
ROME 

SAVANNAH 
LEWISTON 
CALDWELL 

GRANGEVILLF 
MOSCOW 
REXBURG 
CARBONDALE 
CH ICAGO 
CH ICAGO 

DECATUR 

DE KALB 

FAIRFIELD 

JACKSONVILLE 

LASALLE 

LINCOLN 
LITCH FIELD 
MATTOON 



METROPOLIS 
MT. CARMEL 
MT. VERNON 
PARIS 
PEORIA 



I. Ml. 



PEORIA 

PEORIA 

SPRINGFIELD 

STERLING 

STREATOR 

EVANSVILLE 



IOW A 



KAfSS. 



KV. 



EVANSVILLE 
FORT WAYNE 

INDIANAPOLIS 

KDKOMO 

LOGANSPORT 

NEW CASTLE 

SALEM 

VINCENNES 

WASHINGTON 

BURLINGTON 

CARROLL 

CENTERVILLE 

CLINTON 

DAVENPORT 

DES MOINES 

DES MOINES 

DUBUQUE 

IOWA CITY 

OELWEIN 

SHENANDOAH 

WATERLOO 

DODGE CITY 

LAWRENCE 

LIBFRAL 

WICHITA 

BDWLI N fl GREEN 



Call 
letters 

WJWL 

WSB 

WRGA 

WSAV 

KPLC 

KCID 

KORT 

KRPL 

KRXK 

WCIL 

WGN 

WLS 

WDL 
W LB K 
WFIW 
WLDS 
WLPO 

WPRC 

WSMI 

W LB H 

WMOK 

WVMC 

WMIX 

WPRS 

WIRL 

WM BD 

WPEO 

WM AY 

WSDR 

WIZZ 

WGBF 

WJPS 

WKJG 

WIBC 

WIOU 

WSAL 

WCTW 

WSLM 

WAO 

WAMW 

KBUR 

KCIM 

KCOG 

KROS 

KSTT 

KIOA 

WHO 

KOTH 

KXIC 

KOFL 

KMA 

KXRL 

KGNO 

KLWN 

KSCB 

KFH 

WKCT 



Frequency 

DOO 

750 
1470 

630 
1350 
1490 

1230 
1400 
1230 
1020 

720 

890 

1050 
1360 



Power 
1.000 

50.000 
5.000 
5.0OO 
5,000 
250 



Nel 

NBC 
MBS 
NBC 



Hours 



Programing hours 
Moro Less Same 



Farm Director 



Station re 



16 2 3 

10', '2 
I3" 2 



Mike McDougald 



Petry 



Leo Mowry 



Walker 



3' 2 
10 

9-12 



Doug Strohbehn 



Duane Wolfe 
Fran Booton 



Blair 



For Joe 



H. Oakes 



250 
250 
250 
1.000 



George Cook 



James Sanberg 



Mooro Assoc. 



1 390 
I ISO 
1220 

1370 



50,000 
50,000 

1,000 

500 

500 

1.000 

250 
(Nov. 1,000) 



ABC 
M BS 



12 
I I 
5 
16 

9 

8' 4 



Gene Shumato 



Roy Freeman 
Norman Kraeft 



Harvey Alltop 



H oiling bery 
Blair 



P G fit W 



George C. Biggar 
Tom Land 
Ed Garlich 



Sears fit Ayer 
Webb 



Holman 



Laverne Waltman 



- 



500 



William Brady 



Sears & Ayer 



1,000 



Robert Miller 



HII F. Best 



1 170 



920 
1360 

940 
1440 
1290 
1470 



250 
1.000 



8 



Holman 



500 



1,000 
500 
5,000 



1020 



970 
1240 
1250 
1280 
1330 
1380 



1070 



1350 

mo 



1025 
1220 
1450 
1580 
1490 
1380 
1400 
1340 
I 170 
940 
1040 
1370 
800 
950 
960 
1540 
1370 
1320 
1270 
1330 
930 



5.000 
1,000 
1,000 
100 
500 
5,000 
5,000 
5,000 

50,000 

1,000 
250 

4,000 
250 
250 
250 
250 

1.000 
100 
250 

1.000 
10.000 



ABC 
CBS 



33,4 

9 
15 
10 

6'i 



J. R Strubinger 



Holman 



Venus Vaughn 
Curt Bradley 



HII F. Best 



John Powoll 
Glenn Boyle 



Headley-Reed 



10 5, 12 



Emil Bill 



P. G. W 



NBC 



NBC 
ABC 



MBS 
NBC 



14 
9 
14 

53 4 



Dick Herm 
Don Hanley 



Sam Bartlett 
Verne Buland 
Gene Crawford 



Virne Paule 



Burk -Stuart 

— M 

Pearson 

-• ' "I 
HII F. Best 

Weed 

Hollingbery 



13 5 12 



Harry Andrews 



Raymer 
Blair 



: 



CBS 
MBS 



Ray Watson 



Gene Walters 



Weed 
Holman 



Howard A White 



MBS 



14 

2 

7' 2 
12 
8 



Erwin Elsert 
Bill Arthur 
Gono Cahel 
Dick Roberts 



Scheeror 
HII F. Best 
P. G. W 
HII F. Best 
Ram beau 



50.000 
1.000 
1.000 
I.OOO 
5,000 

50.000 
5.000 
500 
1,000 
5.000 
1.000 



MBS 
MBS 
ABC 
NBC 
ABC 



ABC 
ABC 
MBS 



CBS 
ABC 



7 

6! 2 

7 ',2 

21 

8' 4 

19 

12- 13 
10 

22 "2 
9 

8 I 3 

4V S 
5 

6 5 12 
20 



Eugene H. Roiff 
Gene Logston 



Pearson 



Dnvo Sylvesler 
Jack Barlow 

Bill Hitt & Scott Lamb 



Walker 



Herbert H. Plambefk 
Gerald McAlecce 



Headley-Reed 
P. G. W 



G. M Ludwlg 
Dick Petrik 
Merrill Langfllt 
J. Ralph Vogcl 
Roddy Pceples 
Bill Drake 

Bruce Bohymcr 
Hank Broscho 



Petry 



Boiling 
H agg 
Indie 

HII F. Best 

Blair 

Pearson 
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Response ? 
Purina Got It 
By The Bushel ! 

How do you reach Ohio farm folks? WRFD-Radio, Worthington, Ohio 
has been successfully reaching this vast, rich market for years. But, don't 
take our word for it. Ask the Ralston Purina Company. They've got proof 
that WRFD delivers the goods when it comes to selling rural Ohio! 

In August, 1956, Ralston Purina, the world's largest producer of animal 
foods, promoted a premium offer exclusively on WRFD. During a two week 
period, farm listeners were invited to write for a pitcher and tumbler set, in- 
cluding the name of the local Ralston Purina dealer with their requests. The 
offer was definitely limited to farm families only. A schedule of 42 spots 
weekly was used. 

Ralston Purina got the response it was after — by the bushel! From 80 
Ohio counties came 2,790 cards and letters requesting the pitcher and tum- 
bler premium! Here is solid, firsthand proof that WRFD continues to gain 
and hold the interest and confidence of Ohio's farm people. 

Now entering its tenth year of operation, WRFD-Radio has consistently 
served the rural and farm folks in its 72-county primary coverage area better 
than any other medium. These vigilant efforts pay off in a big way for WRFD 
advertisers. Put your sales message on WRFD and get deeper penetration at 
lower cost than is possible with any other advertising medium. Let WRFD- 
Radio get results for you — by the bushel! 




J^§£ Call yitC-'Pen*t4, National Representative 




WRFD-Radio 

orthington,Ohio 880 Kc. 
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radio stations continued 



State City 

BOWLING GREEN 
CENTRAL CITY 
DANVILLE 
HOPKINSVILLE 



LA. 



MF. 
MI). 



MA*S. 



Mini. 



MINN 



MISS. 



MOM . 



HOPKINSVILLE 

LEXINGTON 

LEXINGTON 

MAYSVILLE 

MIDDLESBORO 

PRINCETON 

RICHMOND 

ALEXANDRIA 

LAFAYETTE 

HAULTON 

FREDERICK 

H AGERSTOWN 

WESTMINSTER 

BOSTON 



SPRINGFIELD 
ADRIAN 
ANN ARBOR 



BAY CITY 

BENTON HARBOR 

KALAMAZOO 

KALAMA200 

MT. PLEASANT 

STURGIS 

ALBERT LEA 

DULUTH 

FAIRMONT 

FAIRIBAULT 

H UTCH INSON 

MANKATO 

MANKATO 

M'NPLS-ST PAUL 

WINONA 

COLU MBI A 

JACKSON 

FULTON 

HANNIBAL 

JEFFERSON CITY 

JOPLIN 

KANSAS CITY 
KANSAS CITY 
K1RKSVILLE 
MARSHALL 
MOUNTAIN GROVE 
NEVADA 
ST. LOUIS 
SPRINGFIELD 
WARREN TON 
BILLINGS 
GREAT FALLS 
GRFAT FALLS 

LEXINGTON 
NORTH PLATTE 
OMAHA 
SCOTTSBLU FF 



Call 
letters 



WLBJ 

WMTA 

WHIR 

WHOP 

WKOA 

WLAP 

WVLK 

WFTM 

WMIK 

WPKY 

WEKY 

KALB 

KVOL 

WABM 

WFMD 

WARK 

WTTR 

WBZ 

WBZA 

WABJ 

WPAG 

WBCM 

WH FB 

WKMI 

WKZO 

WCEN 

WSTR 

KATE 

WEBC 

KSU M 

KDH L 

KDUZ 

KTOE 

KYSM 

WCCO 

KWND 

WKRM 

WGDX 

KFAL 

KH MO 

KLIK 

K FSB 

KCMO 

WDAS 

Kl RX 

KMMO 

KLRS 

KNEM 

KSTL 

KWTO 

K WRE 

KGHL 

K FB B 

KMON 



Frequency 
1410 
1380 



Power 
5.000 



500 



1230 



250 



1230 



250 



Net 
MBS 



MBS 
CBS 



H ours 

5 

2"a 
5 



Programing hours 
More Less Same 



Farm Director 
Odis Blanton 



A W. Rowland 



David B. Highbaugh 



or Station ei 

Walker 
HII F. Best ~mn 
lh Hotman 



15 



Dink Embry 



Bogner & Marti, 



1480 
630 
590 

1240 
560 

1580 

1340 
580 



1,000 
5.000 
1.000 
250 
500 
250 
250 
5.000 



ABC 
MBS 
MBS 



MBS 
ABC 



9 

7>A 
1 1 Vi 
10 

6 

6 
20 



Bob McGaughey 



HII F. Best 



Lind Voth 



Raymond Holbrook 



Burn-Smith 



J. Scott True 
Bill Baker 



Charlie Mastin 
Gene Miller 



McGillvra 
Continental 



Weed 



KRVN 
KODY 
WOW 
KNEB 



1330 
1340 
930 



1.000 
250 
1.000 



NBC 
MBS 
CBS 



Meeker 



7 

17'/, 



Jake Brofee 



Bob H elder 



Gill-Perna 




250 
1,000 
51.000 
51.000 

250 



CBS 



ABC 



10 
8'/ 2 
7 
7 
6 



Dick Collyer 



Leverne S. MacLaughlin 



UBC & H. Oaki 



Malcolm MacCormack 



P, G. W 



Malcolm MacCormack 
Don Dean 



P, G. W 



Mich. Spot Sales 



1050 



1.000 



18 



Howard Heath 



Everett-McKinney 



1440 
1060 
1360 
590 
1150 
1230 



1.000 



1450 
560 
1370 
920 
1260 
1420 
1230 
830 
1230 
1340 
620 
900 
1070 
950 
1310 
810 
610 
1450 
1300 
1360 
1240 
690 
560 
730 
790 
1310 
560 

1010 
1240 

590 
960 



1.000 
5.000 
5,000 
1.000 

250 

250 
5.000 
1.000 
1.000 
I. COO 
5.000 

250 
50.000 

250 

250 
5.000 
1.000 
5 1,000 
5.000 
5.000 
50.000 
5.000 

250 
1.000 
1,000 

250 
1.000 
5.000 

50O 
5.000 
5.000 
5.000 

25.000 
250 
5.000 
1.000 



CBS 



ABC 
NBC 
MBS 



ABC 
NBC 
CBS 
ABC 
MBS 
NBC 

MBS 



CBS 
NBC 
ABC 



ABC 



NBC 
CBS 



ABC 
MBS 



NBC 

CBS 
MBS 



914 

4" 2 -6" 2 
6 

i\y, 

6 
12 
10 



9 
36 
14 
20 
24 
17 

7 
12 

7 
19 

3 
1 1 

4 I. '3 
8" 2 
I2" 2 

V.'i 



7 I 3 

21 a 
15 

7*i 
20 

7 

I6" 4 
16 

4¥ 4 

5 



Ed Vallender 



John P. Chase 
Robert Barr 
Carl Collin 
Russ Holcomb 
Ray Wells 



Hollingbery 
H olman 

Avery. Knodel 
HII F. Best 
HII F. Best 



Bob Halt 

Deke Grusemlorf 

James L. Barkley 



Earl Kochnen 
Maynard Spcece 
Don Bcnham 
Bill Fraser 
Forrest Cox 
Melvin A. Lee 
Ken Albridge 
Jack Kracck 
Leonard R. Brown 
Jack Jackson 
Paul Vogel 
Robert M. Carlson 
North Pile 
John W. Billingsley 
Jim McC.ill 
Charley Stookey 
Loyd Evans 
Francis Recs 



J G. Greer 

Merle Johnson 
Ed Launcr 
Mai Hansen 
Dick Ingwcrson 



Meeker 

H ollingbery 



Rambeau 



Upper Midwest 
HII F. Best 
Pearson 
Meeker 

CBS Radio Spot 

Pearson 

Walker 

H ollingbery 

Indie 

Webb 

Walker 

Meeker 

Kati 

Chrlstal 

Bogner & Martin^ 
Pearson 
Hil F. Best 
HII F. Best 
Everett-McKlnne> 
Pearson 
Continental 
Kati 
Boiling 
Avery- Knodel 



Raymer 
Meeker 
Blair 
H otmnn 



fx", 
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In the rural Northwest, nearly six times more 
I people listen to WCCO Radio than all other 

I Minneapolis-St. Paul stations combined! * 

how we keep 'em down on the farm! 

Small wonder, for WCCO Radio is the only Twin Cities 
station with the power and programming to serve Northwest 
agriculture. Its 50,000-watt voice covers a 109-county 
primary listening area in four states; an area with 223,000 
farm families whose annual income is 1.6 billion dollars. 
Its Farm Service Department is the only one of its kind in the 
area. Headed by Maynard Speece and Jim Hill, WCCO farm 
broadcasters air 44 programs a week, each loaded with 
vital information about farming conditions, the weather and 
market trends. All of which makes WCCO Radio the ideal 
place to sow your advertising message if you want to harvest a 
bumper sales crop in the rich Northwest farm market! 

I WCCO RADIO 

The Northwest's 50,000 -Watt Giant 
Minneapolis-St. Paul 
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RADIO STATIONS lOHllllUld 



State 
N M. 



V V 



N. (.. 



V I). 



oiiio 



OKI. A. 



ORE. 



PA. 



s. n. 



Call 

Cit> letters 

LOVINGTON KLEA 

PORTALES KENM 

BOONSVILLE WBRV 

HORNELL WWHG 

JAMESTOWN WJTN 

ONEONTA WOOS 

UTICA WIBX 

WALTON W D LA 

DURHAM WONC 

FAYETTEVILLE WFNC 

HENDERSONVILLE WHKP 

RALEIGH-DURHAM WPTF 

SANFORD WWGP 

WILSON WGTM 

WILSON WVOT 

WINSTON-SALEM WSJS 

DICKINSON KDIX 

FARGO KFGO 

FARGO WDAY 

VALLEY CITY KOVC 

CLEVELAND WHK 

MARION WMRN 

WASH COURT HSE. WCHO 

WORTHINGTON WRFD 

GUYMON KGYN 

MUSKOGEE KMUS 

OKLA. CITY KOMA 

OKLA. CITY WKY 

PONCA CITY WBBZ 

STILLWATER KSPI 

TULSA KVOO 

WOODWARD KSIW 

DALLAS KPLK 

HILLSBORO KRTV 

SALEM KSLM 

BLOOMSBURG WHLM 

CARBONOALE WCDL 

EASTON WEEX 

EPHRATA WGSA 

GETTYSBURG WGET 

HARRISBURG WCMB 

LEWISTOWN WKVA 

MEXICO WJUN 

PHILADELPHIA WCAU 

PITTSBURG KDKA 

READING WEEU 

READING WTIV 

SOMERSET WHUM 

TITUSVILLE WVSC 

WILKESBARRE WILK 

BISHOPVILLE WAGS 

COLUMBIA WCOS 

ORANGEBURG WTND 

FLORENCE WJMX 

SIOUX FALLS KELO 

WATERTOWN K WAT 

YANKTON WNAX 



Frequency 
630 
1450 
900 

1320 
1240 

730 

950 
1270 

620 
1390 
1450 

680 
1050 

590 
1420 



600 



1230 
790 
970 
1490 
1420 
1490 
1250 
880 
1220 
1380 
1520 

930 

1230 
780 
1170 
1450 
1460 
1360 
1390 
550 
1440 
1230 
1310 
1450 
1460 
920 
1220 
1210 
1020 
850 
1290 
1240 
990 
980 
1380 
1400 
920 
970 
1320 
950 
570 



Power 
500 
250 
500 

1.000 

250 

500 
5.000 
1.000 
5.000 
5.000 

250 
50.000 
1.000 
5.000 
1.000 
5.000 

250 
5.000 
5.000 

250 
5.000 

250 

500 
5.000 
1.000 
I.OOO 
50.000 

5.000 

250 
250 
50.000 
250 
500 
1.000 
1.000 
10.000 
5.000 
1.000 
1,000 
250 
5.000 
1.000 
250 
50.000 
50.000 
1.000 
500 
250 
250 
5, 1.000 
1.000 
250 
1.000 
5/1.000 
5.000 
1.000 
5.000 



ABC 

CBS 

CBS 
MBS 
ABC 
NBC 



CBS 
MBS 
NBC 

ABC 
NBC 
MBS 
NBC 
ABC 



CBS 
NBC 
MBS 

NBC 



Lee 



MBS 



CBS 



ABC 



CBS 



ABC 



ABC 



ABC 
NBC 
MBS 
CBS 



H ours 

5 
14 
24 

12 
14 

8 

7S 
9 1.6 
3 
14 

2</i 
9Vi 
10 

l2'/ 2 
18 

4'/j 
29'/ 2 
27 
I0! 2 

6 

5 

9 

5 
16 

5 

7 

MA 

I I "2 

4 

9'zi 
10 
3 

in 

9 
15 
12 

G'/ 4 
5 

7 Vs 
12 
3% 
8 
3 
5 

6'i 
5 

\'A 

G 

9 

4 1 1 12 

7 
2 
G 

20 

Vt 

12 1.3 



Programing hours 
More Less Same 



Farm Oirector 

Gil Hauger 

Jim Munro 

E. Sensarczyk 
M. Haines 

Eddy Spoo 

Robert S. Webster 

Ted Roodhof 



Hall Smith 
Vestal Taylor 
Jimmy Northington 
Carl Hostetter 
Chuck Bailes 

Callbie Wood 
Harvey Dinklns 
Karl Johnson 
Tom Torranco 
Ernie Bresick 
Russ Kaber 
Ted Wilkinson 
Charles Might 
Robert Terhune 
Clyde Keathley 

Don Gilbert 

Wayne Liles & 
Jack Tompkins 

Jack Stratton & 
Vernon Duncan 

Don Putnam 

Jim Wells 

Carl Meyerdick 

Edward A. Ryan 

George B. Smith. Jr. 

Paul Alexander 

A I Bauer 

Hal Miller 



McGillvra 
V. R 4. 
Radio-TV Rep 
Walker 
Ramboau 
Raymer 
Walker 
Conce 



P. G. W 



Pearson 4 Clirl- 
Oevney 
Headley- Reed J 
Holman 
Gill-Perna 
P. G, W 



Headley-Re«d 




Katz 



Pearson 



T. F. Clark 
Petry 



Pearson 



Walter F. Rude 
Brad Bradford 
Jim Schmalhofer 



Lynn Bloom 
Lantz Hoffman 
Amos Klrby 
Bert Hutchison 
Sam Black 
Paul R. Ruttan 
Prof. Schnitzel 
Robert L. French 
James Hutchison 

Bob Truero 

L. Richard Rhame 



Everett-McKlnney 
Ray Gumton 
O. Cooke 



Bdcst Time Sis. 



Leo Harding 



Rex Messersmlth 



00 



SPONSOR 



15 OCTOHKH 1956 




here' 




"govern" the 
government 




Much as we revere and respect this system of ours, we don't want 
the government running our lives. 

The best government is one that's closest to the people. And 
there's just one way to keep it under control. 

Vote. 

Every time you get a chance. 
Vote November 6, for sure. 

Vote to elect the ones you want representing you. To keep the 
ones who are doing you proud. To get rid of the ones who are 
not so hot. 

You're the boss, however you vote. No matter who's elected, 
you pay their salaries and paint their offices and keep watching 
over them as they work. 

Even if the ones you're "agin" happen to 
win, they're obligated to the minority, too. 
They're servants of all the people, not just 
those who voted for them. 

Your vote prods, approves, protests, de- 
mands, restrains, rewards. 

Vote — so you and your children after you 
always can. 



See You at the POLLS! 
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radio stations continued . 



MONROE 
PLYMOUTH 
R1CHLAN0 CENTER 



STURGEON BAY 



WAUSAU 



WEKZ 
WPLY 
WRCO 
WOOR 
WOSA 



1260 
1420 



1,000 



500 



20 
21 



Oon Reed 



1450 



910 



500 



Edward Allen Jr 



State 


City 


Call 
letters 


Fre quency 


Power 


Net 


Hours 


Programing hours 
More Less Same 


Farm Oirector 


Statitn raj 1 


TFA\ 


CLEVELA NO 


W B AC 


1340 


250 


MBS 


20 







r 

Pill. Puma 
uiii" rn 11 a 




COLUMBIA 


W K R M 


1340 


250 


MBS 


1 2 




Rill C ricur 
Dill r rdsCI 


VT dl Kcr 




JACKSON 


WTJS 


1390 


I.OOO 


ABC 


8' 2 




V 1 IICv 1 atllVI 


Dl a II II a III 




KNOX VI LLE 


WNOX 


990 


1 0.000 


CBS 


12' 2 




Is 1 1 1 1 MIICII 






LEXINGTON 


WOXL 


1490 


250 




21 




R 1 Fnrwhc 


H f nrilpv. RmH 
ncauicy* n ecu 




NASHVILLE 


WSM 


650 


50.000 


N BC 


20- 25 




Inhn Mrflnnnlri 






Rl PLEY 


WTRB 


1 570 


250 




31/2 






Hll F. Best 


TEX. 


A M A R 1 LLO 


KGNC 


710 


10,000 


NBC 


14 




J G arland Sm ith & 
Hal Mayfleld 


Katz 




BROWNSVILLE 


K BO R 


1600 


1.000 


ABC 


6 


X 




Hll F. Best : 




CENTER 


KOET 


930 


I.OOO 




9V4 


X 


Charlie Slate 


Gill- Perna 




CORPUS CHRIST1 


KWBU 


1030 


50,000 




10 


X 


Weldon Robinson 


Branham 




FT WORTH 


WBAP 


820 


50,000 


NBC 


7',i 


X 


W. A Ruhmann 


P. G, W 




GONZALES 


KCTI 


1450 


250 


KBS 


7 


X 


Oave Walshak 


0. Cooke 




H ARLINGEN 


KGBT 


1530 


50 10,000 


CBS 


9 3 ,i 


X 


Jim Williams 


H-R &. Clarke In 




HEREFORO 


KPAN 


800 


250 




3 


X 


Stewart Bean 


Hll F. Best 




HOUSTON 


KPRC 


950 


5,000 


NBC 






George Roesner 


Petry 




HOUSTON 


KTRH 


740 


50,000 


CBS 


9 




Oewey Compton 


Blair & Clarke 




JACKSONVILLE 


KEBE 


I40O 


250 


ETN 


6 


X 


C. Mets Heald 


1 




LUBBOCK 


KF YO 


790 


5,000 


CBS 


7" 2 


X 


Bob Stephens 


Kat2 




PAMPA 


KPON 


1340 


250 


MBS 


18 


X 




Hll F. Best 




PLAINV1EW 


KVOP 


1400 


250 


MBS 


8 


X 




— - i 




SAN ANTONIO 


KENS 


680 


50.000 


CBS 


12 


X 


Bill Thomette 


P. G, W 




ST EP H EN V 1 LLE 


KSTV 


1510 


250 




7 


X 


Bill Bentley 


1 




TYLER 


KTBB 


600 


1,000 


ABC 


7>.'l 


X 


Bob Murdock 


V. R & McC I i! 




WESLACO 


KRGV 


1290 


5.000 


NBC 


6 


X 


Charlie Rankin 


Pearson 


1 I AH 


CEOAR CITY 


KSUB 


590 


1,000 


CBS 


4% 


X 


Robert L. Heyborne 


- n 


VT. 


BURLINGTON 


WCAX 


620 


5.000 


CBS 


12 1/12 


X 


Joel Chandler 


Weed 




RUTLANO 


WH WB 


1000 


1.000 




14 


X 


"Boots" Benard 


Glll-Perna 




WATERBURY 


WOEV 


550 


i.ooo 


MBS 


12 


X 


Harold Grant 


Everett- McK 


VA. 


BRISTOL 


WCYB 


690 


io.ooo 


ABC 


II 16 


X 


Frank Raymond 


Weed 




0 AN V 1 LLE 


WO VA 


1250 


6/5,000 


MBS 


15 


X 


Homer Thomasson 


R. S. Keller 




FARMVILLE 


WFLO 


870 


i.ooo 




14 


X 




T. F. Clark 














HARRISONBURG 


WSVA 


550 


5.000 


NBC 


1 1 Va 


X 


Homer Quann 


P. G. W 




RICHMONO 


WRNL 


910 


5,000 


MBS 


Th 


X 


Bob Ocbardelaben 


r 

Petry 




ROANOKE 


WSLS 


610 


5,000 


NBC 


5 5.6 


X 


Glenn Howell 


Avery- Knodel 1 




WYTHEVILLE 


WY VE 


1280 


1,000 




7 


X 


Frank Lindamood 


1 


ash. 


BELLINGHAM 


KPUG 


1 170 


i.ooo 


MBS 


5 


X 


Oave Hall 


Headley-Re«d 1 
1 




WENATCHEE 


KPQ 


500 


5,000 


ABC 






Wynn Cannon 


Forjoe A. Moore 1 




YAKIMA 


KLOQ 


1390 


1,000 


MBS 


1 1 


X 


Richard J. Passage 


Headley-Reed 


W ISC. 


APPLETON 


W H B Y 


1 230 


250 


MBS 


3 


x 


nay DIUIK 






BELOIT 


WBEL 


1380 


5.000 




12 


X 


Beb Seholz 


Glll-Perna 




JAN ESV 1 LLE 


WCLO 


1230 


250 


MBS 


12 


X 




Everett. McK 




MAOISON 


W1SO 


1480 


1,000 


ABC 
Arrowhead 
MBS 


12 




Abe Nadel 


P, G. W 




MAOISON 


WKOW 


1070 


10/5,000 


CBS 


15 


X 


Ray Gumtow 


Headley- Reed 




MANITOWOC 


WOMT 


1240 


250 


MBS 


4 


X 




Holman 




MANITOWOC 


WWOC 


980 


1,000 




9 


X 


Bob Robinson 


MeGlllvra 

1 


1 - — 


MARINETTE 


WMAM 


570 


250 


NBC 


9 




John Bell 


Burn-Smith 




MILWAUKEE 


WTM J 


620 


5,000 


NBC 


7 


X 


William Hoeft 


Chrlstal 



5,000 



MBS 



Ciuck Summers 
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Wow -^luai(cib(e 

from SPONSOR 
SERVICES 



INC 



15 SERVICES TO HELP YOU 
MAKE THE MOST OF YOUR 



RADIO AND TELEVISION 



OPPORTUNITIES 




1 ALL-MEDIA EVALUATION STUDY $4 

155 Pages 

This book gives you the main advantages and 
drawbacks of all major media . . . tips on when 
to use each medium . . . yardsticks for choosing 
the best possible medium for each product . . . how 
top advertisers and ageneies use and test media 
. . . plus hundreds of other media plans, sugges- 
tions, formulas you can put to profitable use. 



2 TV DICTIONARY/HANDBOOK $2 

48 Pages 

The new edition eontains 2200 definitions of 
television terms . . . 1000 more than previous 
edition. Compiled by Herbert True of Notre 
Dame in conjunction with 37 other tv experts, 
TV DICTIONARY/HANDBOOK also eontains 
a separate seetion dealing with painting tech- 
niques, artwork, tv moving displays, slides, ete. 



3 TIMEBUYING BASICS $2 

144 Pages 

The only book of its kind — the most expert 
route to radio and television timebuying. A 
group of men and women who represent the most 
authoritative thinking in the field talk with 
eomplete eandor about tv and radio and the 
opportunities these media offer. 




BOUND VOLUMES 

14 VOLUME FOR YEAR 1955 



$15 



Every information-paeked issue of sponsor for 
1955, bound in sturdy leatherette. Indexed for 
quiek reference, bound volumes provide you with 
a permanent and useful guide. 



15 BINDERS 



1_$4 2— $7 



Handy binders provide the best way to keep your 
file of sponsor intaet and ready to use at all 
times. Made of hard-wearing leatherette, im- 
printed in gold, they'll make a handsome addi- 
tion to your personal reference "library." 




4 HOW DIFFERENT RATING SYSTEMS VARY IN 
THE SAME MARKET 15c 

Ward Dorrell, of John Blair (station reps), 
shows researchers can be as far as 200% apart in 
local ratings. 

5 TELEVISION BASICS 35c 

21 Pages 

6 RADIO BASICS 35c 

24 Pages 

7 FILM BASICS 25c 

12 Pages 

8 PROCTER AND GAMBLE STORY 25c 

20 Pages 

9 ADVERTISING AGENCY IN TRANSITION 25c 

16 Pages 

10 92 WAYS TV MOVES MERCHANDISE 25c 

16 Pages 



11 TIPS ON TV COMMERCIALS 

6 Pages 



25« 



12 NEGRO RADIO HAS COME OF AGE 25c 

16 Pages 

13 WHY 5 NATIONAL ADVERTISERS BOUGHT 
SPOT RADIO 25c 

6 Pages 



: 



BT "ORDER FORM 

SPONSOR SERVICES 

40 East 49th St.. New York 17. N. Y. 

Please send me the SPONSOR SERVICES encircled by number 
below: 

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 



Name 

Firm 

Address 

City 



Q Enclosed is my payment of $ 

Quantity Prices Upon Request 
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film shows recently made available for syndication 



NO. 



PROGRAM 


SYNDICATOR 


LGTH. 


AVAIL. 


ADVENTURE 


Adventures of Fu Manchu 


Holl> wood Tv 


30 


13 


Adventures of |ohn Silver 


CBS Tv Film Sales 


30 


26 


Annapolis 


Ziv Tv 


30 


Pilot 


Captain Cricf 


Guild 


30 


39 


Count of Monte Cristo 


T PA 


30 


39 


Cross Current 


Official Films 


30 


39 


Crunch and Dcs 


NBC Tv Film Div 


30 


39 


Dateline Europe 


Official Films 


30 


78 


Foreign Legionnaire 


I l'A 


30 


39 


Headline 


MCA Tv 


30 


39 


null; 1 ouor 


Guild 


JU 


Pilot 


jungle |im 


Screen Gems 


30 


26 


Overseas Adventure 


Official Films 


30 


39 


Sheriff of Cochise 


NTA 


30 


Pilot 


Three Musketeers 


ABG Film Syndication 


30 


26 


The Tracer 


MPA Tv 


30 


26 


DETECTIVE 








Code Three 


- 

ABC Film Syndication 


30 


39 


Fabian of Scotland Yard 


GBS Tv Film Saks 


30 


39 


Federal Men 


MCA Tv 


30 


39 


Cangbusters 


General Teleradio 


30 


26 


Highway Patrol 


Ziv Tv 


30 


39 


New Orleans Police Dept. 


Ml'A lv 


30 


39 


Public Defender 


Interstate Tv 


30 


69 


Strykcr of Scotland Yard 


Hollywood Tv 


30 


13 


DRAMA 








Anthnlopv series 


Official Films 


30 


• 


C flphritv PLivhnusp 


Screen Gems 


30 


39 


Charles Boyer series 


Official Films 


30 


• 


Damon Runyon Theatre 


Scieen Gems 


30 


39 


David Niven scries 


Official Films 


30 


• 


Dick Powell scries 


Official Films 


30 


• 


Dr. Christian 


Ziv Tv 


30 


39 


Dr. Hudson's Secret Journal 


MCA Tv 


30 


39 


Herald Playhouse 


ABC Film Syndication 


30 


34 


If You Had a Million 


MCA lv 


30 


39 


I'm the Law 


Sterling 


30 


26 


Janet Dean 


Guild 


30 


39 


Judges Chambers 


Tclesieuc 


15 


Pilot 


Night Editor 


I .aki side 


15 


26 


Stage 7 


T PA 


30 


39 


Studio 57 


MCA Tv 


30 


26 


Tv Playhouse 


NTA 


30 


13 


Theatre with Lilli Palmer 


NTA 


30 


39 


World's Crcatest Authors 


Guild 


30 


39 



PROGRAM 

MYST ERY 

Combat Sergeant 
I Spy 

Man Called "X" 
Paris Precinct 
Sherlock Holmes 



SITUATION COMEDY 



SYNDICATOR 



LGTH. 



NO. 
AVAIL. 



NT A 
Guild 
Ziv Tv 
Guild 
Guild 



30 
30 
30 
30 
30 



SPORTS 



Bowling Time 

Coif With the Champions 

Junior Sports League 

Mad Whirl 

Sam Snead Show 

WESTERN 



FEATURES 



Adventures of Kit Carson 
Brave Eagle 
Champion 
Frontier 

Col. Tim McCoy 
Frontier Doctor 
Judge Roy Bean 

MISCELLANEOUS 

Documentary: 
Crcatest Drama 
On the Spot 
Uncommon Valor 

Nature: 
World Around Us 

News feature: 
Washington Merry-Co-Round 

Semi-documentory: 
The American Legend 

Shorts ond cartoons: 

Paramount shorts, cartoons 
Popeye 
Terrytoons 

Walter Lanz Cartoons 
Warner Brothers cartoons 
Warner Brothers shorts 

Spoce: 

Commando Cody 
Flash Cordon 

Women's: 

It's Baby Time 
It's Fun to Reduce 

Others: 
Candid Camera 
Candid Camera 
Do You Know Why? 

Profile 

Jungle Adventure package 
Under the Sun 

'IIclriK ioIiI ak puckaKC of 153 under title "Star I'crformnnco" or tt Individual ecrlei. 

Soc |»«!#*' fill for I'ifiu Xntvs and Tromls 



MCA Tv 30 

CBS Tv Film Sales 30 

CBS Tv Film Sales 30 

NI1C Tv Film Div. 30 

Guild 30 

Hollywood Tv 30 

Screen Craft 30 



Anniversary Package 


ABC Film Syndication 


var. 


16 


Hall of Fame Classics 


Assoc. Artists 


var. 


11 


Hollywood Movie Parade 


Screen Gems 


var. 


104 


Movicland 


Assoc. Artists 


var. 


68 


Nugget group 


Hollywood Tv 


var. 


51 


RKO group 


C&C 1 v 


var. 


742 


Silver group 


Hollywood Tv 


var. 


24 


TNT group 


NTA 


var. 


35 


20th Century Fox Package 


N I A 


var. 


52 


Warner Brothers group 


Assoc. Artists 


var. 


700-800 


KIDDIES' SHOWS 








Animal Crackers 


Sterling 


var. 


50 


Animated Fairytales 


General Teleradio 


10 


13 


Bobo the Hobo 


lakeside 


15 


26 


Johnny Jupiter 


Assoc. Artists 


30 


39 


Junior Science 


Guild 


15 


39 


Playland 


Sterling 


var. 


50 


MUSICAL 








Ina Ray Hutton 


f .mid 


30~ 


Pilot 


Patti Page 


Screen Gems 


15 


78 


Rosemary Clooncy Show 


MCA T V 


30 


39 


Town and Country Time 


RCA Recorded Program 


15 


52 


Town and Country Time 


Services 


30 


26 



General Teleradio 
1 akeside 

General Teleradio 



RCA Recorded Program 
Services 

Harry S. Goodman 
Official Films 



NT A 

Assoc. Artists 

CBS Tv Film Sales 

Assoc. Artists 
Assoc. Artists 



15 
15 
30 



15 



30 



var. 
var. 
6 

10-15 
6 

var. 



Hollywood Tv 30 
Guild 30 



Wall bcliwimmer 15 
Guild ]5 



Assoc. Artists 15 

\ssoc. Artists 30 

MPA Tv 5 

Trans-Lux 15 

Sterling var. 

CBS } \ Film Sales 30 



13 
39 
39 
26 
39 



Duffy's Tavern 


Guild 


30 


39 


The Coldbcrgs 


Guild 


30 


39 


The Creat Cildersleeve 


NBC Tv Film Division 


30 


39 


1 Married Joan 


Interstate Tv 


30 


98 


Juniper Junction 


Ml'A Tv 


30 


26 


Mickey Rooncy 


Scn-encralt 


30 


39 


My Little Margie 


Official Films 


30 


126 


Stud's Place 


Harry S. Goodman 


30 


39 


Susie 


TPA 


30 


52 


Television Court 


MPA Tv 


30 


13 


Trouble with Father 


Official Films 


30 


130 


Willy 


Official Films 


30 


39 



Sterling 60 13 

T heatrical I nterprises 30 Pilot 

RCA Recorded Program 30 39 
Services 

NTA 30 13 

RCA Recorded ProgTam 5 39 
Services 



104 
26 
26 
39 
39 
39 
39 



39 
39 
26 



26 



39 



39 



1,400 

250 

156 

179 
300-400 
1,000 



12 

39 



52 

65 



100 

89 
200 

39 

over 100 
39 
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K ABC -TV 
IS LOS ANGELE 



Every month America's number one retail 
market continues to magnify in size and importance. 

. . . And like the mighty city that it serves, 
K ABC -TV grows in stature and rated position. 
Keeping pace with the ABC network, K ABC -TV is "the 
station with life" in a city of destiny. 





The beautiful Toledo Central Union Terminal is fitting testimonial to the 
nation's third largest rail center. Toledo is served by 13 major railroads. 



If it's made of glass, you're in touch with 
Toledo, the "glass capital of the world." 



Toledo's Museum of Art, rated among the top ten in 
the country, proves that industry and culture do mix. 





jwned for its exploits in peace and war, a modern workhorse 
arm and industry, is the Toledo manufactured Willys Jeep. 



Foreign ships are commonplace at the Port of Toledo, and 
Toledo ranks tenth in tonnage among all the nation's ports. 



THE KEY TO THE SEA 



Lying along both sides of the Maumee River near 
where it widens into Lake Erie, Toledo, Ohio, has 
been blessed with superb water transportation, but 
it ranks third in the nation as a railroad center, too. 
Its yearly shipment of over 20 million tons of coal 
each year leads the world, and Toledo is a manu- 
facturing center of glass, plastics, textiles, machine 
tools, scales, and a myriad of other products. 

No young upstart, the city of Toledo was 
founded in 1832, but despite its maturity, retail sales 



have increased 108 percent during the past 10 years. 

For 35 years, WSPD has been the voice of 
Northwestern Ohio, programming locally in char- 
acter with its area. NBC programs have helped 
establish its radio audience leadership. 

Nine years ago, WSPD-TV— Toledo's only 
television station — went on the air to serve a 23 
county Billion Dollar Market, the only medium 
covering this entire area. WSPD-TV is a CBS 
Basic and also carries NBC and ABC programs. 





STORER 


WSPD-TV 


WJW-TV 


WJBK-TV 


WAGA-TV 


WBRC-TV 


KPTV 


WGBS-TV 






Toledo, Olno 


Clevelond, Oh>a 


Detroit, Mich. 


Atlanta, Ga. 


Birmingham, Ala 


Portland, Ore 


Miami, Fla 


igi 


BROADCASTING 










WSPD 


WJW 


WJBK 


WAGA 


WBRC 


WWVA 


WGBS 


COMPANY 


Toledo, Ohio 


Cleveland, Oh.o 


Detroit. Mich. 


Atlanta, Ga. B 


rmingham, Ala 


Wheeling, W Va 


Miami, fla 



TOM HARKER — vice-president and notional soles director ) 



118 Eost 57th Street, New York 22 • Murray Hill 8-8630 



SALES OFFICES 



BOB WOOD — national soles monoger ) 

JOHNSON — midwest soles manager • 230 North Michigan Avenue, Chicago 1 • Fronklin 2-6498 
E GRUBB — vice-president and Pacific coast sales manager • 111 Sutter Street, San Francisco • Sutter 1-8689 



\ LEW . 
/ GAYL 



SPONSOR 
GOES 




»fw al trails 



WEEKLY 



27 OCTOBER 

WITH A 
FOUR-POINT 

EDITORIAL 

PROMISE 



1, essential reading 

2, useful reading 

3, fast reading 

4, easy reading 



/ rant jiff if weekly xerap-np 
in depth for busy agency 
and fiflrei tiser renders. 

OUR 10th ANNIVERSARY 
ISSUE ALSO! 



Trend ion ai d M >ft-sell copy is em- 
phasized once again by Richard Olm- 
sted, vice president of Olmsted Sound 
Studios. He labels the taek "The hu- 
man approach." and predicts that in 
the near future, the sales message will 
find itself increasingly worked into a 
story dine, humanized with people in 
various settings — rather than being 
aired by a slick-speaking salesman. 
Olmsted cites filmed color commercials 
as adding to the trend. High cost of 
color announcements has resulted in 
more careful planning and. as he savs. 
"a more palatable and potent sales 
message when delivered to viewers. 

Shortly at tor announcing the estab- 
lishment of a complete European sales- 
service organization. Official Films' en- 
tire Board was re-elected. Announce- 
ment was made by Harold L. Ilackett, 
president of the distributing firm. Past 
and present officers in addition to 
Harold Hackett are: Herb Jaffe. vice 
president; Herman Rush, vice presi- 
dent: Sevmour Reed, secretary-trea- 
surer: (J race Sullivan, assistant secre- 
tary: Lee Moselle, general counsel: 
Isaac I). Le\ v, director; Herbert Sie- 
ge], director and Robert Bimheim. 
director of the film organization. 

Sew fin huh of activity at Screen 
Gems! Kichard Webb, star of the 
firm's Captain Midnight and Jet Jack- 
son series, has recently launched bis 
own company in partnership with the 
tv subsidiary of Columbia Pictures. 
Planned first by Webb is Major Wehh, 
Trouhleshooter, a scries vshich he'll 
produce, write and star in shortly. 

Vonv to stations are backing Ziv's 
Dr. Christian series with an estimated 
$50,000 of promotional material. Each 
of the four outlets has Muellers 
Macaroni sponsoring the shows. Thev 
are: YVAHC-TY and YVP1X. New York, 
where the macaroni firm is double- 
exposing the series for added viewing; 



WKCY-TV, Philadelphia and \Y\AC- 
T\ , Boston. Newspapers, on-air pro- 
motions and mailings are featured in 
the three-cit) build-up of the series. 

As « re salt of a tv station poll, \T.\ 
has assembled and distributed what it 
terms the "most comprehensive pro- 
motion kit ever offered.'' It's geared to 
publicize and merchandise the NTA- 
distributed 20th Century-Fox group of 
52 motion pictures, which were first 
telecast by some stations at the begin- 
ning of the month. The brief-case-like 
package weighs eight pounds, each unit 
costing NT A over $50. Entire ship- 
ment totals over 250.000 pounds with 
value estimated at about the $1.5 mil- 
lion mark. Included in each kit are 92 
still photographs. 52 slides. 208 mats. 
156 on-the-air announcements of varied 
length. 52 news releases. 101 short and 
long synopses and reviews gathered 
from newspapers and periodicals. 

\ew approach to public service film 
programing is offered by Association 
Fhns, Inc. Its Movie-A-Week plan is 
designed to help stations fill regular 
public service slots with a continuous 
flow of suitable program fare. Subject 
matter runs from air travel to driving 
safety, averaging 30 minutes per film. 
Films may he ordered to fill an) time 
period from 13 to 52 weeks. A similar 
plan. Movie-A-Day. initiated this sum- 
mer, was ordered by 54 television sta- 
tions, the company reports. 

Interested in animation? Tonight 
(15 October I once again, Terr) toons 
offers it course in animation. Open 
to all beginners in the field, the week- 
ly courses are under the supervision 
of Gene Deitch, creative direclor of 
the firm. Terrytoons, which recently 
became a division of CBS Television 
Film Sales, plans to include original 
t\ programing, television animated 
commercials and special video effects 
in its expanded tv film production 
schedule. * * * 



(>li 
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The Timebuyer Asks . . . 




WHO OWNS KTRK-TV? 



. . . a good question that every 
smart timebuyer wants to know about 
every station he buys. With ownership 
go those intangible assets . . . prestige 
and influence in the community . . . 

effectiveness . . . promo- 
. . in short "the company 



reputation for 
tional plusses . 
you keep!" 



LEO BURNETT CO., Inc., timebuyers and 
media supervisors, left to right, Harry 
Furlong, John Huckstep, Dick Coons, Doug 
Burch, Helen Stanley, and Arne Nordmark, 
talk with Warren Nelson of George P. 
Hollingbery Co., national representatives 
for KTRK-TV. 





KTRK-TV is owned by Houston Con 
solidated Television Company ... a 
company that merged all the great 
forces that have made Houston Amer- 
ica's most amazing city! The Jesse H. 
Jones interests, owners of the powerful 
Houston Chronicle, are major stock- 



holders and manage KTRK-TV for a 
score of influential Houstonians whose 
interests include Oil, Cotton, Cattle and 
Ranching, Banking and Finance, Law 
Securities, Industry, Public Utilities, 
Public Relations and outstanding gov- 
ernmental service. 




This solid ownership, plus better 
shows and showmanship on the local 
level, plus ABC's increasingly strong 
network lineup, have made KTRK-TV 
the family favorite and your best buy 
in the $3 billion dollar Houston market! 



KTRK-TV 



THE CHRONICLE STATION, CHANNEL 13 

P. 0. BOX 12, HOUSTON 1, TEXAS-ABC BASIC 

HOUSTON CONSOLIDATED TELEVISION CO. 

General Manager, Willard E. Walbridge 
Commercial Manager, Bill Bennett 




NATIONAL 
REPRESENTATIVES: 
GEO. P. HOLLINGBERY 
COMPANY 

500 Fifth Avenue, 
New York 36, New York 
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CLOTHING 



HOSIERY 



;P0Y-()R: Oem Tailor- 



AGE.NCY: Direct 



C AH'l I h C \>E nivi om : The sponsor luid been a 
steady advertiser on the station, using a single \5-second 
announcement at 0:30 a.m. on Saturdays. However, he 
recently decided to test a package of announcements over 
a weekend. As a direct result of the $46 schedule, Gem 
sold a large quantity of both men's and women s suits, 
with total sales amounting to $5, 000. Each suit cost an 
average of $83.30 to the customer. For each ad dollar 
invested. Gem received 8108. 

CM)\. kelowna. B.C.. Canada PROGRVM: Announcements 



1. 

t. -. 
f' 



results 



HATS 



SPONSOR: Mabel's. Store AGENCY: Direct 

CASPL'LE CASE HISTORY: /„ „ r der to sell out the sup- 
ply of hats on hand and make way for new stock, tin's 
local retailer placed two announcements on station 
KAl'E. Cost of the commercials totaled $6.00. Immedi- 
ately after they were aired, the advertiser got results and 
in a short time not only iras the display line soil, but 
many of the hats which were out-of-season and in storage 
had been cleared for new stock. The advertiser indicated 
that results were better than expected — all for $6.00. 



K \\ H, Carlsbad, \. M. 



PROGRAM : Announcements 



HOMES 



SPONSOR: Ruskin Heights 



AGENCY: Direct 



CASPULE CASE HISTORY: Raskin Heights, a housing 
development of 3,000 units, bought a weekend schedule 
of 15 announcements on station W1IB. Nine of the com- 
mercials were scheduled after 7:00 p.m. on Saturday 
night. Purpose of the drive was to sell 48 homes. Re- 
sults: That Sunday, 141 homes were sold. And during 
the following three weekends, when firm had planned to 
continue tlw campaign, the schedule ivas abruptly halted, 
because all of the homes were sold. 



U IIB, Kansas City, Mo. 



PROGRAM : Announcements 




SPONSOR: Sanger Brothers AGENCY: 

CASPULE CASE HISTORY: Over 20.000 pairs of 
ings were sold in the first few days of Sanger Br 
anniversary promotion on hosiery. Radio KLIF u 
medium selected to boost sales in the Dallas area 
proved extremely gratifying according to Fred T. ] 
son, sales promotion manager of the firm. Johnson 
that in addition to selling the 20.000 pairs of stochiri 
radio increased store traffic in other areas and brou] 
in 1.666 telephone orders for the sale item. 

KLIF, Dallas, Tex. PROCRAM: 



Announce^ 



FABRICS 



SPONSOR: Wa\erlv Fabrics 



AGENCY: Lawrence K 



CASPULE CASE HISTORY: /„ a recent campaign, IT 
crly Fabrics scheduled announcements on about 50: 
tions throughout the V. S. All stations offered a 10-r 
booklet on home decorating Jiints. In New Engla 
Wavcrly placed its message on WBZ-WBZA, Boston 
Mildred Carlson s Home. Forum. Monday through I 
day, 9:30-9:55 a.m. The twin-city Boston-Springfield ^ 
let produced 2.491 requests for the offer- — at 41<f 
inquiry. Low cost-per-result prompted advertiser to 
new for following campaign. 



WBZ-WBZA, Boston and 

Springfield. Mass. 



PROGRAM: Mildred Cat' 
Home Forum 



BEER 



SPONSOR: F. E. B. Distributing Co. AGENCY: Fitzgc 

CASPULE CASE HISTORY: /„. order to bring Sax I 
to the attention of consumers along the Mississippi C. 
coast, F. E. B. Distributing Co. placed a 10-ieeek { 
nouncement schedule on the station. Commercials h. 
lighted a "pick the winner" football contest in ui 
seven weekly prizes were given out. The schedule, irl 
was highly successful, ran six days a week with messa 
aired from 6:30-6:45 p.m. Radio timc-and-ta. 
amounted to $66.00, cost of entry blanks was $90.' 
prizes were supplied by station. Total: $156.00. 



WGCM, Gulfport, Miss. 



PROGRAM: Announced 



DEPARTMENT STORE 



SPONSOR: Fowler, Dick & Walker AGENCY: Di 

CASPULE CASE HISTORY: If hen WINR became an 
dependent outlet two months ago, it wanted to provt 
impact to potential advertiser, Fowler. Dick & Wall. 
In order to do so, it decided to program three-am 
quarter hours of classical and semi-classical music Ml 
day through Friday from 7:45-11:00 p.m. During 
trial period of the show, mail pull and newspaper 
views proved so favorable that the local department Jf 
signed for a long-term contract with the radio stah 



W INR, Binghaniton, N. Y. 



PROGRAM: Classica 
semi-classical 




Folks get together over D Cii^ 

'1st in Washington, D.C., 6 A.M. to 6 P.M., 7 days a week''— July-August Pulse 

REPRESENTED NATIONALLY BY JOHN BIAIR * COMPANY 
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I. \ew stations on air* 



CITY & STATE 



CALL 
LETTERS 



CHANNEL 
NO 



ON-AIR 
DATE 



ERP (kw)"| Antenna 
I VI$u»I (ft)'" 



NET 
AFFILIATION 



STNS. 
ON AIR 



SETS IN 
MARK ETt 

1000) 



PERM ITEE, MANAGER. REP 



DICKINSON, N. D. 



KDIX-TV 



27 Sept. 



520 



CBS 



P. J. Weir. Frank P. Whitney 



ff. New construction permits* 



CITY t STATE 



CALL 
LETTERS 



CHANNEL 
NO. 



DATE OF GRANT 



ERP (kw)« 

Visual 



Antenna 
(ft)"* 



STATIONS 
ON AIR 



SETS IN 
MARKETt 
(OOO) 



PERMITEE. MANAGER 



NEW ORLEANS, LA. 



RIVERTON, WYO. 



32 



10 



26 Sept. 



26 Sept. 



229 



64 



340 



1710 



WDSU-TV 

WJMR-TV 

WCKG 

WWL-TV 

WYES 



300 



WWEZ Radio Inc. 



Chief Washakie TV 



Iff. New applications 



CITY & STATE 


CHANNEL 
NO. 


DATE 
FILED 


ERP (kw)" 
Visual 


Antenna 
(ft)'" 


ESTIMATED 
COST 


ESTIMATED 
1ST YEAR 
OP. EXPENSE 


TV STATIONS 
IN MARKET 


APPLICANT, AM AFFIL1AII 


ALLIANCE, NEB. 


13 


29 Sept. 


102.3 


669 


$296,000 


$160,000 




Western Neb. Television Inc. 


AUGUSTA, ME. 


10 


22 Sept. 


316 


770 


$440,764 


$376,730 




Pine Tree Telecasting Corp. 


BRYAN-COLLEGE 


















STATION, TEX. 


3 


22 Sept. 


60.3 


414 


$92,956 


$184,000 




Brazos Ecstg. Co. 


ELKO, NEV. 


10 


22 Sept. 


.451 


-335 


$50,495 


$84,000 




Elko Bcstg Co. 


FLORENCE, ALA. 


41 


29 Sept. 


15.2 


391 


$76,376 


$150,000 




Television Muscle Shoals Inc. 


GREENWOOD, MISS. 


6 


22 Sept. 


60.2 


550 


$373,025 


$180,000 




Delta Television Corp. 


RELIANCE, S. D. 


6 


29 Sept. 


51.95 


1279 


$224,100 


$90,000 




Midcontinent Bcstg. Co. 


ST. LOUIS, MO. 


30 


29 Sept. 


244.08 


259 


$251,539 


$264,000 


KETC 


Plaza Radio & Tv Co 














KSD-TV 

KTVI 

KWK-TV 




WHITE HEATH, ILL. 


21 


22 Sept. 


200 


646 


$175,000 


$75,000 




Plains Television Corp. 


YAKIMA, WASH. 


23 


29 Sept. 


21.9 


960 


$144,156 


$120,000 


KIMA-TV 


Chinook Television Co. 



KRSM 



BOX SCORE 



V. S. stations on air 



Markets covered 



in; 



.to:t 



•Both new e. p.'s and stations BOint on the air hsted here are those which occurred bn«»« 
22 Koptember and 29 September or on which Information could bo obtained in that period. Stt* L 
tlons are considered to be on the air when commercial operation starts. ••Effective radiated power. 1 
Aural power usually Is one-half tne visual power. ••"Antenna heisnt above averate terrain tool I 
ar>ove cround). 'Information on the number of sets in markets waere not desicnated »• belai 
from XBC Researcn, consists of estimates from the stations or reps and must oe deemed approxl> j 
mate. SData from XBC Researcn and Plannlnc. XFA: No fleures available it prenilni jj 
on sets In market. ^Community would support proposed lower-power station at least tnree yisri. 
or until such time as it becomes self sustaining ^Presently off air, but still return C P 
8 Non commercial. *Above cround. 



""Three times as many..." 

A leading auto dealer in .Milwaukee frets high- 
powered results with a schedule of spots on WXIX. 
Reports the general manager: "In the five months 
since we began using a saturation spot campaign 
on WXIX, we have almost tripled our business. 
We have increased our stall' from 8 salesmen to 
21 . . . sell 3 times as many new cars as any dealer 
with a similar franchise in the State. We believe WXIX 
riliinr is res/ionsihle. for the tremendous record." 

r 

Accelerate your sales in the rich Milwaukee 
market ... advertise on low-cost, high-speed WXIX 






CHS Oiriird 
4 Chamirl HI . Mil lemiker 

l(riirr»v«tcd l>n CHS Television S/>ot Sates 
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It's actually easy to save — when you buy Series E 
Savings Bonds through the Payroll Savings Plan. 
Once you've signed up at your pay office, your 
saving is done for you. The Bonds you receive pay 
good interest— 3 r f a year, compounded half-yearly 
when held to maturity. And the longer you hold 
them, the better your return. Even after maturity, 
they go on earning 10 years more. So hold on to 
your Bonds! Join Payroll Savings today — or buy 
Bonds where you bank. 



Why the killer came 
to Powder Springs 




The SKINNY little Texan who drifted into 
Butch Cassidy's layout at Powder Springs 
one clay in "97 had dead-level eyes, a droopy 
mustache, and two six-guns tied down for the 
fast draw. Called himself Carter. Said he was 
a killer on the run. 

That's why Cassidy and the outlaws in his 
notorious Wild Hunch told him all about the 
big future plans for their train robbers' syn- 
dicate. The) took him in. 

And he took them in. lie was a range de- 
tective whose real name was a legend in the 
West — Charlie Siringo. And the information 
he got before he quietly slipped awa\ 
stopped the Wild Bunch for a long, long time. 

Of course. Siringo knew all along that if 
Cassidy or the others had discovered the 
truth. ihejM have killed him sure. But it just 
never worried him any. 

You couldn't scare Charlie Siringo. Cool- 
est of cool customers and rawhide tough, he 
had the go-it-alone courage it takes to build 
a peaceable nation out of wild frontier. That 
brand of courage is part of America and her 
people — part of the country's strength. And 
it's a big reason why one of the finest invest- 
ments )ou can la) hands on is Americas 
Savings Bonds. Because those Bonds are 
backed b\ the independence and courage of 
165 million Americans. So bin U.S. Savings 
Bonds. Bu\ them confidently— regularly — 
and hold on to them ! 



Safe as America — U.S. Savings Bonds 



The U.S. Government does not pay for this advertisement. It is donated In this publication in cooperation with the 
Advertising Council and the Magazine Publishers oj America. 
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a forum on questions of current interest 
to air advertisers and their agencies 



What copy pointers van you {five veya vdiny 
the ereation of « yood l.D. omtotdieeiiieiif 





Roger Pardon 
Vice president & copy chief 
Bryan Houston, Inc., A'. )'. 

GOOD I.I). IS A GOOD IDEA 

• The niosl important part of any 
1.1). spot (20-second or minute for that 
matter) is not just camera technique, 
production skill, sound or music, but 
the hasic copy idea in it. 

Lets' look at it this way. An l.D. is 
to tv what a 24-sheet poster is to print 
advertising. In print advertising, the 
acid test of any idea is how graphi- 
cally it can he translated into the eight- 
or 10-word limit necessary on a 24- 
sheet poster. 

Poster experts generally agree that 
if a 24-sheet idea is a good one. the 
words and pictures in it should he 
capable of being absorbed bv a passer- 
by traveling at the speed of about 35 
miles per hour. 

For discussion s sake, let's assume 
that the 1.1). spot is traveling past ihc 
viewer at about the same rate of speed. 
I lierefore the words and pictures in it 
should be as graphically clear and sim- 
ple as the words and pictures on a 
2 '1 -sheet poster. 

Hut stop and think for a minute. 
How manv I.D's do a on remember 
from last night's \iewing? Think hard. 

Can you honcslK retail more than 
three or even as many as three? ( \ 
brother-in-law snnev of half a do/en 
people made b\ this writer turned up 



an a\erage of less than two recalled — ■ 
with strong evidence of lueky guess- 
work rather than memory.) 

All right, perhaps you weren't look- 
ing sharp last night. How many l.D.'s 
ean you recall at all? How many be- 
yond Maxwell Instant. SehaefTer (in 
\ew ^ork), Winston or Marlboro? 
And remember, you're in the business 

its your job to remember these 
things. 

What does all this add up to? Per- 
haps this fact: We may be more in- 
voked — some of us- with eute camera 
tricks or production effects than with 
the development of a strong advertis- 
ing idea. This is something that comes 
only from good copy thinking and 
good copy writing. We may need more 
of this in our business than we realize 
today/, and not only in l.D.'s. 




John llincs 
Radio-l.v copywriter 
BBDO, hew York 

SEW X- OLD. oriCKLY TOLD 

• The station identification an- 
nouncement ol>\ iouslv demands a spe- 
cial copy technique because a message 
must be established in 10 seconds of 
picture and eight seconds of sound. 
1 here isn't time for a detailed copy 
story, nor for any irrelevance. 

Among the mistakes too frequently 
made in the production of this t\pe of 
commercial are the following: (1) 



trying to cram too much into the mes- 
sage, and 1 2 1 inserting distracting 
material. 

Both approaches serve to confuse 
the viewer or listener. In neither case 
is product identification elearlv estab- 
lished. 

At BBDO we call l.D.'s "name and 
claim ' announcements, believing that 
they re eflectne only if they (1) regis- 
ter a strong product identification and 
(2) hammer home a basic theme. 

SehaefTer Beer has been very suc- 
cessful with l.D.'s. With a simple, 
quick jingle, they put across one point 
- the basic theme: "Get SehaefTer: it's 
real beer." The copy point is alwavs 
the same, always familiar. Yet the 
musical treatment and its video coun- 
terpart are different in eaeh l.D. 

This, I feel, is the best technique for 
a successful station identification an- 
nouncement campaign. Viz. a combi- 
nation of the new and the familiar, 
briefly stated. 




Bernard Kahn 
Copy Suiierrisor 
I.ennen X- .\ewell, \. ) . 

SI' ICE l,S THE SAM) WICH 

• The keys to ideal l.D.'s? An idea 
naturally. Simplicity. And above all, 
sharp penetrating impact. For when 
you take an l.D. idea off the cork wall 
and putt it into context, it's the small- 
est part of a slapped-together Dag- 
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wood commercial sandwich. 

Within a space of three to six min- 
utes, the viewer's mind is fed lajer 
upon layer of messages: The last com- 
mercial of the network show (often by 
the alternate sponsor) . . . then, the 
closing identification of the sponsor. 
Next, a 20-second or one-minute an- 
nouncement, along with the little I.D. 
. . . topped off by the opening commer- 
cial of the following show. 

It adds up to a hefty bite for the 
viewer to taste, much less digest. And 
if the I.D. is to bore through, it's got 
to be the sharpest taste in the sand- 
wich. It's got to stand out from the 
sandwich and register in six fleeting 
seconds. 

How? In six seconds there's time 
only for a simple sight-and-sound de- 
vice, built around a simple idea. A 
powerful visual — a dramatic sound — 
effect. But how many l.D.'s do we see 
every day that try to condense a whole 
campaign into six seconds? How many 
try to present an involved selling prop- 
osition and then prove it? Actually, 
of course, the I.D. must be as simple 
as an outdoor board. 

An old trick in judging print ads 
might come in handy here. The trick 
of pasting an ad into a copy of Life 
or onto a newspaper page, to see how 
it looks in context. 

In some cases, it might be helpful 
to look at an I.D. storyboard in its 
relative broadcast position with three 
unrelated storyboards above and one 
below. Does your I.D. still jump out 
and do its job? 

The I.D. can be a powerful media 
buy. But only if used right. Only if 
the I.D. equals idea — a single, simple, 
sharp idea — told with the kind of im- 
pact that reaches out and scars the 
viewer's mind. For the 1.1). works best 
when it's the sharpest spice in the com- 
mercial sandwich. -k -k -k 



DO RADIO-TV PREMIUM 
OFFERS GET RESULTS? 

With debut of the weekly issue of 
SPONSOR, look for another "Spon- 
sor Asks" forum that will be of 
vital interest to you: Are box-top 
offers still effective on radio and 
tv? Four advertising agency pre- 
mium specialists will be on hand 
to give you their opinions, backed 
by surveys on the subject. Forum 
date is 27 October. 




ONE WILL DO.' 

You bag the biggest game in Columbus and 
Central Ohio with just one station . . . WBNS 
Radio. No need to scatter your shots, WBNS 
delivers the most (and the best) listeners . . . 
twice as many as the next biggest station. 
With 28 top Pulse-rated shows, WBNS puts 
push behind your sales program. To sell Cen- 
tral Ohio . . . you've got to buy WBNS Radio. 



CBS FOR CENTRAL OHIO 

Ask John Blair 

The number one Pulse station 
covering 1,573,820 people with 
2 Billion Dollars to spend. 



tMffraaio 

COLUMBUS, OHIO 
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Cn hi phell Soups. Itinso If f iff* 




ln-store merchandising for Rinso Blue's Teddy 



offer premiums for moppets 

The Campbell Kid Doll will he pro- 
moted for six weeks beginning 1 Yo- 
v ember as a sales premium for Camp- 
I ell >oups. Doll will lie available for 
SI plus a label from one of six Camp- 
bell soup brands. As a promotion 
aimed at the Kids the doll will receive 
heavv support on the Lassie show. 

Another participant in the premium 
parade is Lever Brothers/ new Teddy 
Hear that will be offered to the users 
of Rinso Blue for $2 plus a box top. 
The Kinso Tcddv Bear will be featured 
in commercials seen on the Lux Video 
Theatre, On Trial, Garry Moore and 
Art Linkletter shows. * * * 



VMCKb's Trick or Treat 
promoted over Yankee \'et 

Hallowe'en and the United Yations 
are getting a big play this month over 
the Yankee Network's Home and Food 
Show. Occasion is the Lnited Nations' 
annual Trick or Treat program which 
senes to put Hallowe en doorbell ring- 
ing to work for the United Nations' 
Children's Fund known as UN1CEF. 

The I \ program uses prankishlv 
inclined energies to collect pennies, 
nickels and dimes for use among un- 
derprivileged children and mothers 
throughout the world. The Yankee 
Acts Duncan MacDonald will assist 
intere>ted groups in setting up UN 
Trick or Treat programs via her wom- 
en's show on \YN \C. * * * 

ft ft ff if* used to better G.E. 
community ties in Erie, f*fi. 

Officials of the Erie. Pa., plant of the 
General Electric Co. have signed with 
\\ SEE I TV I for a five-a-week new s, 
weather and sports strip that will be 
entirely local in content. Interesting 
aspect of the show is G.E.'s reason for 
sponsoring it. The company will sell 
itself to the community as '"a good 
neighbor: a good employer, and a 
good corporate citizen." * * * 

Briefly . . . 

Decker, Hull & Vincent, Inc., De- 
troit advertising agenev, will use FM 
station WLDM for a 13-week adver- 
tising campaign that will feature the 
many service phases of its operation. 
The campaign scheduled for Friday 
and Sunda\ evenings and Saturday 
mornings is aimed at the management 
level of local industrial and consumer 
companies according to executive v.p. 

J. Jean Vincent. 

* * * 

Walter \\ inched turned out to be 
as entertaining on his new Friday 
night variety show as he was earlier 
at his NBC press conference. Due for 
imitation are W W's interesting anec- 
dotal introductions. 

# # * 

\ snack bar. free parking and all 
the sun \ou can soak up are built-in 
features of Advertising Associates new 
building in Phoenix, Arizona. Agency, 
which bills $750,000 annually, serves 
23 accounts, has a stall of 12. . . . 
Basic advertising principles as applied 
to medical advertising and promotion 
will be taught by Doherty. Clifford, 
Steers and Shenfield's professional di- 



XISC's I'roa. I lodney, pens promotional prose in Hollywood 

accompanied by a nudisli portrait of 
his aunt and was titled September 
Moan. A true salesman. RODNEY 
used the picture as a means of getting 
into a discussion of ratings and what 
women like. Letter eop\ was con- 
cerned with NBC s Matinee Theatre 
which RODNEY says has an audience 
of about five million. A note at the 
bottom of RODNEY's letter said the 
figure was supplied by ARB, "A 
snoopy group, but v ery efficient. ' * * * 



Promotion with a humorous touch. 
I the kind that tickles rather than as- 
saults I. has been the forte of NBC's 
Hollywood office. Although it ma\ 
come as a surprise to NBC. Yew York, 
promotional material emanating from 
the coast has been signed for some 
time now in a green scrawl by a frog 
wb,. calls himself RODNEY (always 
in caps I . 

The latest letter from RODNEY was- 



Dallas' Keitz iV Herndon offers commercial insurance 

west Research. Inc., Dallas. 



Potential effectiveness of tv com- 
mercials is being measured for the 
clients of Keitz \ Herndon. Dallas film 
producers. \s a means of contributing 
a degree of "insurance" to a somewhat 
unpredictable business, the new serv- 
ice of the six-v ear-old firm is per- 
formed In arrangement with South- 



Pre-testing sometimes indicates that 
a part of a given commercial should 
be cut or that another part should be 
more strongly accentuated. By re- 
tcsting commercials it's sometimes 
found that a once weak commercial 
in effectiveness. * * * 



has gainei 



Xew liriCIf radio presentation is model of thoroughness 

A completely revised presentation 
ha- been distributed b) KFEQ. St. Jo- 
seph. Nebraska, that is notable for its 
comprehensiveness. 

Included in the KFEQ stor\ is sueb 
diverse information as a detailed run- 
down on the weeks programing: a 
new coverage map. and an up-to-date 
program schedule. 1 he material also 



includes an economic 1 reakdown of 
tin; 139-eonnty area within the reach 
of KFEQ's transmitters. Source for 
the figures is the 195-1 Census of \gri- 
cnlture I preliminary ) . 

Earlier this \ear KFEQ was taken 
over b\ Kenvon Brown. Bing Crosby, 
George L. Coleman and Glen Gris- 
wold. General sales manager for the 
station is Ted Branson. * * * 
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vision director, Philip Heichert, M.D., 
this fall at New York University. Ac- 
cording to the agency it's helieved to 
be the first university course of its 
kind. 

* * * 

Los Angeles auto dealer. II. J. Ca- 
ruso, sponsor of five feature films a 
week over L.A.'s KUJ-T\ r , sees tv's 
full-length motion pictures as the "per- 
fect vehicle" for his sales messages. 
Says Caruso. "The purchase of a car 
is a family affair and through feature 
films I can reach as complete a family 
group as I could ever hope for. . . . 
Paper Mate Co. will invest more than 
SI million in a pre-Christmas cam- 
paign beginning mid-November over 
nine network tv and radio programs. 
It will run concurrently in December 
with a tv spot saturation campaign in 
25 markets. Company's $2.95 Capri 
with Piggy-Back refill will be featured 
in a specially designed plastic box. 

* * * 

World-wide distribution of Nestle 
Co. Ltd's Nescafe and Quik may be 
backed up by company's sponsorship 
of The Gale Storm Show — Oh! Su- 
sanna in England and on the conti- 
nent. Half-hour series premiered over 
the 29-station CBC on 29 September 
coincidental with show's start on CBS 
in the United States. Canadian pur- 
chase was made through Cockfield, 
Brown & Co.. Toronto. 

* * * 

A 10-second announcement offering 
a booklet of buckwheat receipes re- 
sulted in nearly 3,000 requests from 
listeners to New York's WMCM. An- 
nouncement w as made over the Ameri- 
can-Jewish Caravan of Stars broad- 
cast Sundays from 12:30-1:30 p.m. 
. . . Largest single sale of time in the 
historv of KOOL. Phoen ix. was re- 
cently consummated by that station. 
Sale was made to Courtesy Chevrolet, 
Inc. Auto dealer will sponsor the Tea 
Til Dawn program six nights a week 
and put KOOL on a 24 hour broad- 
casting schedule. 

* * * 

Through election eve WNEW. New 
York, is providing "free and equal" 
broadcast time to qualified political 
candidates for office in New York and 
Connecticut. Station, which does not 
accept paid political advertising, will 
give each qualified candidate 25 min- 
utes of free time. 

* * * 

KOSI. Denver, has signed a con- 
I Please turn to page 129) 



You Get 



FASTER 

SALES 

ACTION 

from 

Penna's most 

Powerful 

Independent 



WIBG'S personalities like Doug Arthur, 
plus WIBG'S 10,000 WATTS 
of Power make the big difference! 

WIBG includes extra bonuses 
at no extra cost . . . BILLBOARDS. 
TRANSIT CARDS, DIRECT MAIL 
and Trade Paper advertising to help 
your sales. Dollar for Dollar, 
your best buy in Pennsylvania is 

WIBG 



c 



990 | 



10,000 WATTS 



SUBURBAN STATION BLDG. PHILA. 3, PA.. Rl 6-2300 

NAT'L REP.: RADIO-TV Representatives 
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Before you buy any Houston 
Station Call your 

RHYMER IS/L^N 

He'll show you why 
is the Best Radio Buy 




5000" 



HOUSTON 



MUSIC NEWS SPORTS AND 
MYSTERIES 

Mutual for Houston and 
South Texas 

Represented Nationally by 
Paul Raymer Co. 
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Not headline claims but the tine 
print comparison of rates, rat- 
ings." audience composition 
and location count most. Check 
the cost per thousand nn strong 
MiC adjacencies on high pow- 
ered WJHP-TV, Jacksonville. 
Florida 



•For ratings, see Telepulse. 






agency profile 



V.p. in charge of tv-radio 
K&E, New York 



"J think, that features are a good bin when they're prieed right 
for late night, hut 1 don't think they're prime evening fare." says 
K&E tv-radio v.p.. Jim Bealle. 

"Even top features haven't \et been able to compete with good 
live tv. A couple of weeks ago NBC TV put a first-run Michael 
Redgrave movie, Magic Box, opposite our Ed Sullivan show. Sullivan 
got a 43.7 Trendex against the feature's 4.2 — a higher rating than 
he's had in eight years.'' 

Bealle feels that no one form of tv entertainment will ever crowd 
out another permanently. "Tv eats up material, so there's room for 
everyone.'* And as proof of this maxim, he points out that the 
agency's two top shows are a live variety (Sullivan) and a half hour 
film show (Rin-T in-Tin) . 

Soft-spoken, Bealle tends to talk slowly, deliberately, between con- 
sidered puffs on his pipe. As K&E's tv-radio topper, he takes crises 
in his stride, without apparent change of pace. 

Agencies, he feels, are already very active in show production, 
through their work with packagers and the network producers. But 
he does not foresee agencies going into show packaging to the extent 
that they did in radio days. "But for a few isolated exceptions, it's 
not economical for agencies. Agencies do, however, take an active 
part in script supervision, easting, shaping the general format of a 
show and looking after the client's interest where production values 
are concerned. 

"As a general rule." he says, "tv shows reach their peak in six 
months. We'd like to have our shows get a four- or even seven-year 
pull like we've had with Sullivan. In other words, we're trying to 
take the risk out of tv show business. And right now we're in the 
process of setting up a panel from among our employees to test 
whether ratings can be predicted. Tv is now of an age where research 
can really be a valuable tool. Something as simple as an employee tv 
panel, if it works, could put our show analysis a step ahead." 

Bealle adds that he has a tv consumer panel right in his own home 
in Pelham Manor, New York, where his wife and five children are 
constant and severe tv critics. ** + 
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GREAT 
NEW 

COMBINATION! 





Milwaukee's number one independent 
radio station is pleased to announce 
the appointment of 

THE KATZ AGENCY inc. 

as national representatives, effective 
OCTOBER 18, 1956 




for radio's best buy 
in the 
nation's 13th market 
call your 
KATZ man 

FIRST 



In Milwaukee, the shrewd buy 
is WOKY . . . heres why! 

• First in listeners, day and night. 

• Lowest cost per thousand in the market. 

• Covers 54% of the population in wealthy 
Wisconsin. 

• Choice of the "blue chip" national and 
local advertisers. 

• 24 hours of music, news and sports. 

• 1000 watts at 920 KC. 

• Bellwether station of the booming 
BARTELL CROUP. 




MILWAUKEE 




A BARTELL GROUP STATION 
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PENMSYttANIAfc 





WJAC-TV is the Number One 
Station not only in Johnstown, 
but in Altoonn as well, and this 
one-two punch covers an area 
that rates 4th in the rich state 
of Pennsylvania, and 28th in 
the entire country. 

Well over half a million (583,- 
600 to be exact) television fam- 
ilies look to WJAC-TV for the 
best in television entertainment. 

Add to ibis the free bonus of 
WJAC-TV coverage into Pitts- 
burgh, and you have a total 
market for your sales message 
that just can't be overlooked, if 
you really want to tap the po- 
tential of Southwestern Penn- 
sylvania. 



,TOf THE ALLEGHENtES 




JOHNSTOWN ' CHANNEL 6 



Get full details from your KATZ man! 



Continual 
from 




The loeluiitpie of lnti ine-reporliiig i> simple indeed. No 
mallrr how ill-informed the source, the minor is fit to print 
Miiee it *lirs up more gossip ;i "d attract more readers. What 
harm lhi> may do to adverser, agency, talent, network and 
our business in general i> ignored for the immediate gain in 
reade r-interest. 

In a business [hat lhri\e> on the half-founded rumor and 
the partial-truth, there are many who live solely on such 
fare. One gentleman I know, owner of a .-mall agency, told 
me he stands at the bar of a well known bistro every day for 
two hours because of the "valuable leads" he picks up. As 
such his new business department is, you uiighl sax . H6 proof, 
an interesting if deplorable slate of affair*. 

Another chap I know, a writer for one of our les> sterling 
trade sheets, told me he has often had printed what he thinks 
might happen because he'll always gel a denial in time for 
the next publication dale so his fantasies lead to facts and 
materialize as a follow-np piece. 

Of course, if no one read this material when il appeared 
in print, it would die of hick of nourishment >o I suppose the 
onus is upon all of us readers, nix elf included. By sub- 
scribing, reading and allowing our blood pressure to rise as 
a result ol what we see. we give substance to the shadows. 
I've tried to abstain. The only excuse I can give for not con- 
tinning lo do so is that in self-defense one must keep up to 
date on the misstatements as well as the facts. This is a 
prolix weak excuse, I realize, but unfortunately, it's the 
only one Ive i*ol. * * * 



SrOXSOIVs reply to Hob Foreman 

The harsh criticism Hob Foreman levels at the trade 
press in the column above must have been the result 
more ol anger than of factual appraisal of the circum- 
stances involved. 

Admittedly. SPONSOU erred in the item inxolxed and 
is glad to have the facts put straight by Hob Foreman. 
Hut the error arose as the result of a misunderstanding 
between the reporter and his source rather than through 
reliance on hearsay. 

sponsor states, further, that il will print and ac- 
knowledge any inaccuracy it may haxe inadvertently 
committed to txpe whether the correction comes from its 
own columnist or a reader anywhere. We are indeed as 
anxious to correct any error as we are lo gel the facts 



straight to 



.>egin with. 
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1. 1 spot editor 

A column sponsored by one oj ibe lending film producers in television 

S A It It A 



NEW YORK: 200 EAST 56TH STREET 
CHICAGO: 16 EAST ONTARIO STREET 







Eye-stopping live action . . . smooth continuity . . . ;i cievei jingle! I hose .ire 
l lie elements that put sell into a sei ies ol spots lor Ametican Family Hakes! 
Product idem ideation is very .strong, with good package display tlnoiighoni 
cadi one minute commercial. A well cast housewife in a realistic home set 
ting shows soft, Unify, immaculately (lean (lollies, as voi< e-ovei emphasizes 
that this is "the soap that loves you i (lollies." Produced by SARRA lot I I IK 
PROCTER & GAMBLE COMPANY through II. W. K ASTOR & SONS 
ADVERTISING CO., INC. 

SARRA, INC. 

New York: 200 East 56th Street 
Chicago: 1G East Ontario Street 

Modern, styli/ed animation ol music al notes and insti mucins is intiicately 
woven into an original, fully orchestrated musical background which (leates 
the mood lor this new Folger's Collee series. The elcgantl) gloved Feminine 
hand, which appears in Folger's print advertising, is used to give visual evi- 
dence that Folger's Collee is "distinctively dilferenl." These eight and twenty 
second spots by SARRA are striking examples of powerful advertising in 
compact form.' Produced by SARRA lor [. A. FOLGER & CO. through 
CUNNINGHAM k WALSH, INC. 

SARRA, INC. 

New York: 200 East 5Gth Street 
Chicago: 1G East Ontario Street 

In this arresting, two minute spot lor Prudential, the announcer, Pill Shipley, 
tells of a dream in whidi he has forgotten his lines. In this tense situation, 
he is rescued by the prompter's (aids which indelibly print l lit* Prudential 
message on the viewer's mind. Restraint and "soil sell" c hai ac tei i/c the com- 
i Menial in all respects. This spot is one ol a sei ies that will be seen on "Yon 
Are There" and on the new "Air Power" show. Piodiued by SARRA lor 
THE PRUDENTIAL INSURANCE COMPANY OF AMERICA iliron^h 
CALKINS & 1 1 OLD EN, INC. 

SARRA, INC. 

New York: 200 East 5Gth Street 
Chicago: 1G East Ontario Street 



line's a brand new group of spots with the vigoi and spaikle that keeps 
audiences looking! Every second woi ks for Wesson Oil, with good photog- 
raphy and smooth (onlinuity. Prochic l-in-nsc shots take full advantage of 
the label to display the name "Wesson Oil." This commercial is part of a 
continuing series that may be seen on "Valiant Lady", the P»ob Crosby show 
or the new Sid Caesar show. (If you'd like to see olhei recent SARRA com 
menials, drop a line to SARRA and ask lor Reel ,'{.) Produced by SARRA 
for WESSON OIL 8c SNOWDRIFT SALES CO. tluongh the III /.GER VI.D 
ADVERTISING AGENCY, INC. 

SARRA, INC. 

New York: 200 East 56th Street 
Chicago: 1G East Ontario Street 



sponsor • 15 ocTonKU 1 956 



We've Moved 



TO 
THE 



fOP/ 



• TOP POWER 

316,000 Watts 

• TOP ELEVATION 

2,000 Ft. above average 
terrain - 3,936 Ft. 
above sea level 

• EXCLUSIVE CBS 
AFFILIATE 





For 32 years, VC'DBJ has been the 
favorite name in Radio in Western 
Virginia. Now — it's TOP HEIGHT 
— TOP POW I R for WDBJ-TV— 
with exclusive CHS affiliation and 
top rated programming. Let estab- 
lished audience, plus maximum cov- 
erage, plus finest facilities and tatent 
work for you. 

WDBJ-TV is now at maximum 
power and height — backed by a 
power-packed viewer promotion pro- 
grain throughout the coverage area! 

Ask Peters, Griffin, Woodward ! 



WDBW 




[<§>] 



ROANOKE, VA. 

Owned and operated by 
the Times-World Corp. 



Peters, Griffin, Woodward, Inc. 
National Representatives 



Continued 
from 
l>(igp ■ 1 7 




snnies truly great importance, and deserves serious contem- 
plation on the part of the agency, the advertiser and the sta- 
tion. Are stations cutting their own audiences by making 
the viewing of feature films too irritating by too many com- 
mercial spots in too short a time? 

And even if viewers don't actually time out, is the adver- 
tiser doing himself any good with his selling message if the 
viewer aggressively resents the intrusion represented by the 
commercial because of the large number of commercials per 
feature film? There seems little doubt that a too-greedy atti- 
tude in this situation on the part of some stations will, in the 
long run, hurt the station itself, but in the meantime this 
causes a decrease in effectiveness of the advertisers' com- 
mercial. It is up to the individual agency, of course, to pro- 
tect its accounts by spot-checking feature film shows on key 
stations from time to time. 

The Celler House Antitrust Subcommittee investigating 
network activities has caused a great deal of hitherto rela- 
tively secret information (and too frequently, misinforma- 
tion) to be revealed. Not the least interesting of the more 
accurate portions of such information is. that dealing with the 
sometimes huge talent payments made by the networks. What 
seems to be exorbitant fees to talent has, of course, long been 
discussed in show business and broadcasting circles. It's our 
guess, however, that nothing will ever change the basic law of 
supply and demand as it applies to talent's performance for 
advertisers or elsewhere. 

A few short months ago Elvis Presley got $750 for each 
of three performances on Jackie Gleason Enterprises* Stage 
Show. Currently the same singer is doing three guest shots 
on the Ed Sullivan Show for $50,000. When this three-shot 
deal is completed, Presley's manager is going to ask $50,000 
per shot. And it's this column's guess he'll get it without 
any difficulty at all. What he did to the rating on the last 
Sullivan show on which he appeared is not one of the better 
kept secrets of the year. And as long as he causes such 
rating increases the sky is almost literally the limit on the 
money he'll he able to command. 

It wasn't too long ago dial Frank Sinatra begged Marry 
Colin, president of Columbia Pictures, for ;i part in a film 
the studio was making. He agreed, and Columbia took him 
up on it, to do the job for $10,000. The part was that of 
Maggie in "From Mere to Eternity." It got the till-then 
skidding Frankie Hoy an Oscar, and (abetted by a million- 
soiling Capitol record of a HMI tunc called "Young at 
Heart") made him once again a sizzling show-business 
property. Today Sinatra won't even consider doing a picture 
for less than $100,000 in front plus a substantial piece. 

Twas ever thus. And no doubt 'twill ever be — and who 
can blame them? * * * 
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fty . 



20th Cenl 



Fo; 



proudly present 



1 - r " tirst releases from 
itury Fox . . . starring 

i IORETIA YOUNG, JOAN CRAWFORD, 

WALTER PIDCEON TYRONE POWER, CHARLES LAUGHTON, PAUL 
MUNI. HENRY FONDA, CLAUDETTE COLBERT, FREDRIC MARCH. 





HOW GREEN WAS 
MY VALLEY 

with Walter Pidgeon, Maureen O'Hara, 
Donald Crisp and Barry Fitzgerald 

An unforgettable story of love, faith and 
conflict .. , is inner of si\ Academy Awards. 





BOOMERANG 

with Dana Andrews, Jane Wyatt 
and Lee J. Cobb 
Tin- virions killer remains unfound . . . llie 
s.cv.ige erinie remains unavenged . . . the 
story of the most brutal hctrayal man ever 
get from woman! 




THE HOUSE ON 
92nd STREET 

with Lloyd Nolan and William Eytbe 

The stor> llie (leadlines didn't dare reveal 
about the protection of tlie atom bomb! 



THE OX-BOW 
INCIDENT 

with Henry Fonda and Dana Andrews 

The lough, true, terrifying slory of Amer- 
ica's most ruthles> manhunt ... urged on 
hy a wnm.in mocking laugh! 







THE 






BLACK SWAN 






-with Tyrone Power, Maureen O'Hara 
, \ ... and Thomas Mitchell 

Over llie seven seas, surged the wolf-pack 






.iikI il took bold hearts to bunt it down! 



ft 

4 



THE 

HOMESTRETCH 

with Cornel Wilde and 
Maureen O'Hara 
l.ove and adventure at the world's gayest 
racing classics! 



• 


A YANK IN 




THE R.A.F. 


u ~ ^ 


With Tyrone Power and Betty Grable 




Authentic air battles filmed o\er Ger- 


\ ' ' 


many, France and Kngl.ind .. . background 
for a lender low story! 






LIFEBOAT 

with Tallnlah Bankhead 
and William Bendix 




M\ men and three women adrift in a 1 
lifeboat \% ltd no law bin the wild seu . . . 




written for Alfred Hitchcock by John 
Steinbeck. 





CENTENNIAL 




SUMMER 




with Linda Darnell, Jeanne Crain, 




Cornel Wilde and Walter Brennan 




The beloved best-seller bursts into Jerome 




Kern Songs. 





THE FOXES 




OF HARROW 




with Rex Harrison 




and Maureen O'Hara 




A in. in of violence and fascination . , , otli 
of an era that laughed al its own dcsirur- 
lion . . . from llie best seller. 



you build top aud*m. ru'rngs g. ai 





A ami 20th Century -Fox 



proudly present ■> 

ducers includj/^ DARSYL JANUCK ALFRED HI1CHCOC* UIA 
KAZAN, LOUIS dc ROCHEMONT OTIO RREMINGER . d BRYAN 
FOt . . . and sttfiej b» a.- JOHN STEINBECK 

ZANE GREY, ( RICHARD LLEWELLYN RAYMOND CHANDLER 
RAFAEL SABA INI, CRAIG RICE c.d FRANK YERBY 




BRIGHAM 
YOUNG 

with Tyrone Power and Linda Darnell 
The -tory behind tlie heroic Mormon irek 
weslw-ard and the virile fighting man who 
"ed il. 



THE STORY OF 
ALEXANDER GRAHAM BELL 

with Don Amccbe, Loretta Young 
and Henry Fonda 

In ) lie deufne-s of llie noman he loved 
he found l he inspiration for his greal 
achievement. 




FOUR JILLS 
IN A JEEP 

with Phil Silvers, Martha Raye 
and Betty Grable 

The fun. -onp- and love w hen 1 lolly* ood'; 
lowIii-M -lars t.ike .1 furlough of entertain' 
m cut to the front lines. 




with Victor /Mature, Brian Donlevy 

and Richard Wtdmark 
ie story of hclray.il ihal explodes in a 
.mil uril nueijii.illed in the chapters of 
olence and \engeance! 



lions and a rew h gh m iale* and profit*' 



WING AND 
A PRAYER 

with Don Ameche, Dana Andrews 
and Sir Cedric Hardwicke 
One of ihe mightiest of all entertainment 
thrills... fighting action aboard a lighting 



DOLL FACE 

with Vivian Blaine, Perry Como and 
Dennis O'Keeje 

The musical romance of a doll that had □ 
great talent for writing. 



DRAGONWYCK 

with Vincent Price and Gene Tierney 
A tremendous, exciting mystery that will 
engolf the television screen with dramatic 
^re.ilnes-. 



DAISY KENYON 

utih Joan Crawford, Dana Andrews 
ami Henry Fonda 
Two kinds of men ... two kinds of love in 
her life... anil "hen she chooses il must 
he forever! 



DRUMS ALONG 
THE MOHAWK 

with Claudette Colbert 
and Henry Fonda 
Hra*Uij; all dangers as a nation is carved 
of a furhidilen wilderness. 





touches off 



the most 



spectacular event 
in television 
programming history 




NOTHING BUT 



27 
OCTOBER 

fir.it urcklj 



SPONSOR'S FIRST 10 YEAR!, 

NOT HUT 



Every year for a full decade SPONSOR has gone up in advertising pages. 
How high will it go as a weekly? 





10 years ago SPONSOR appeared on the broadcast |A 



scene with a sparkling new concept — a use magazine 
beamed 100% for air-minded agencies and advertisers. In 
the decade now being completed its impact has been fully 
felt and its concept fully tested. Nothing speaks louder 
than results, and the ladder of uninterrupted growth 
shown on these pages underscores sponsor's progress. 




As SPONSOR goes into its second decade it will unveil an ex- 
tension of its use concept. It will expand the use article formula in 
>which it is expert to a striking new formula of use news in depth. 
Thus an important new dimension is added to trade paper publishing 
in our field. What sponsor means by use news in depth will be re- 
vealed for the first time on 27 October when the first weekly issue, 
which will also be our 10th anniversarv issue, reaches your desk. 



OUR 10TH 



ANNIVERSARY 



ISSUE IS 



OUR FIRST 




27 
October 

first weekly 



WEEKLY 



ISSUE l 



advertising deadline 
8 October, 1956 



AND NOTHING BUT UP 



GO YOUR NATIONAL SALES 



WITH A WELL-PLA 



ED 



AD CAMPAIG 



IN THE WEEKLY SPONSOR 



! 




27 
OCTOBER 



A TV Station Is Measured By . . . 




ITS PROGRAMMING! 



And WSM-TV programming holds a popularity lead in this 
market, according to both A.R.B. and Pulse. This popularity 
covers all categories: 

NETWORK HEADLINERS — As the NBC-TV station in 
this market, WSM-TV gets a consistently larger share of 
the local audience for network shows (according to A.R.B. 
and Pulse) than the national average (according to Trendex) 
— proof positive that national standings cannot be neatly 
applied to all local situations. 

TOP FILM SHOWS — According to the most recent survey 
of this three-station market, the 10 top syndicated film 
shows are all on WSM-TV. 

LIVE LOCAL SHOWS — With a talent pool of more than 
200, many of them nationally famous stars, WSM-TV is 
recognized as one of the country's leading stations in the 
production of top caliber live local shows. Such headliners 
as NOON, OPRY MATINEE, TELEV1SIT, and 



CHANNEL 4 CLUB consistently reflect the know-how of 
a staff that produces network commercial shows on both 
television and radio for such top-drawer advertisers as 
R. J. Reynolds, Ralston-Purina and Pet Milk. 
NEWS TELECASTS — An aggressive 9-man news staff, 
five wire services, two film services, staff cars, and complete 
kleig lighting and motion picture equipment all contribute 
to the WSM-TV news coverage success story The station 
has also telecast more than 675 remotes of special local and 
regional newsworthy events. 

SPORTS COVERAGE — Vanderbilt University basketball, 
exclusive TV coverage of Nashville's Southern League 
baseball team, NCAA basketball remotes from as far away 
as Bowling Green, Kentucky, Vanderbilt football highlights, 
steeplechases and stock car races are just a few of the many 
local and area headliners in the WSM-TV sports parade 
that continues to fascinate viewers in this market. 





Channel 4 Nashville, Tennessee 
NBC-TV Affiliate 

Clearly Nashville's #7 TV Station 

IRVING WAUGH, Commercial Manager 

EDWARD RETRY & CO., National Advertising Representatives 
WSM-TV's sister station - Clear Channel 50,000-watt WSM Radio - is the only single medium thai covers completely the rich Central South market. 
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MEDIA MODEL-T 

l Continued from page 31 > 

merou* ad\ antages which are lost to 
the automotive*. Consistent*} makes 
the bn\ less expenshe and il ghes the 
contract-holder a franchise. Even sta- 
tion representative has a pol l folio of 
enticingh priced package bin?, for ex- 
ample, and e\erv station offer* fre- 
quent") discounts. 

A car company which retained ari- 
noiiiicement periods throughout the 
year would have a built-in priority on 
top adjacencies when ihey are most 



needed new car announcement time. 

Some automotive* do run 52-week 
rchedules in one market, or in a lim- 
ited group of markets. Most, however, 
stick to the four-wceks-in-52 pattern. 
Detroit is one of the market excep- 
tion*, for both political and competi- 
tive reasons. Company executives ap- 
parently get a sense of pride from feel- 
ing thev dominate local advertising 
and the) splurge in saturation sched- 
ules all year round. 

2. Buying is rigid uud is lim- 
ited to the peak traffic hours. 

Automotive* insist on peak "traffic" 



hours, with very few exceptions. 

Traffic, as related lo radio, means 
those hours between 7 and 9 a.m. and 
4 to 6 or 7 p.m., when listeners are 
driv ing to and from work in their cars. 
A* applied to television, traffic hours 
mean those prime nighttime periods 
when the most viewers are available. 

Agency and client men have sold 
them.-elve* on tin* prime-lime concept, 
and they've been aided and abetted by 
radio and tv salesmen who have over- 
sold '"position."' 

Auto executive* and agency people 
all drive to work in Detroit and are 
inclined to hav e a "doesn't-e\ er\ body- 
drive-to-work?" psychology. I The Mo- 
tor City is a mobile one because the 
metropolitan area is spread oul and 
inaccessible. In-car radio listening is 
unusually hea\ y .) 

One rep comment*: "Automotive* 
are paying high rate* for lhc*e pre- 
mium traffic times, ycl if ihey bought 
nighttime radio or daytime tv they 
might be able to get as much as double 
the audience for the same money 

Commenting on ihe clamor for '"po- 
sition, another rep said: "This kind 
of buying is like taking a center 
spread in a magazine. ^ el when a 
car manufacturer actually buys maga- 
zine space, he lakes any position in it 
because he's looking for total reader- 
ship, not j ust those who glance al the 
center-spread." 

3. The nouieii's audience is 
virtually ignored. 

Automotive* seem to look on women 
as wives and helpmates, rather than a* 
consumers. They think women have a 
definite "influence" in the choice of 
color, style and comfort features of a 
car, but they believe that men select 
ihe make of the car. 

The) therefore try to reach and to 
sell both men and women, figuring 
ihey get such a dual audience with 
Iraffie-lime radio and nighttime Iv. 
Carl Ceorgi. Jr., media director of ihe 
I). P. Brother agency, which services 
the. Oldsmobile account, summarizes 
the ihinkiiig : 

"We seek a dual audience of bolh 
men and women, because purchase of 
a car i* a family mailer.' 

\ el many a survey in recent year* 
ha* pointed up ihe influence of women 
—married or single in control of in- 
come and in selection of both sofl and 
bard goods. \\ helher she has ihe big- 
gest sa\-so in deciding on the make of 
car, or w helher she merely exert* an 
influence, ihe woman i* a \ ilal faclor 
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HERE'S HOW 

BIG CHIEF 
on BIG HILL 

SCALPS YOUR COMPETITION 

National survey for July, 1956 finds KCSJ-TV, 
voice and image of Southern Colorado's major 
mountain locked markets, way out front morning, afternoon 
and evening periods. Its share of audience is 

100 IN MORNING 
65.4 IN AFTERNOON 
51.1 EVENINGS 




KCSJ-TV 



Pueblo's only TV station 
Channel 5 — Pueblo, Colo. 



Put BIG CHIEF 
to work for you. 



NBC for Southern Colorado 



Represented by: John E. Pearson Co. National 

* 

John McGuire & Co. Regional 
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B sales mmvgSZ 

SSSSSSgs 




...the MEN in the 
GREY FLANNEL 
SWEATSHIRTS 




The sales crew that goes to work for you in 
the billion-dollar Portland market the mo- 
ment you place a schedule on KLOR Channel 
12. A "task force" representing over 100 
years (combined) experience in sales, mer- 
chandising/ radio and television. 

Is it any wonder that Portland retailers, 
brokers and distributors invariably cast their 
vote in favor of this winning combination. 



PORTLAND, OREGON 
GOOD LOOKING 
HOME OWNED 
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Get the facts about the Mig htiest Mike in radio 



What is a "mighty Mike"? 

Is it 50,000 watts mighty? 

Or is it a Mike that commands the atten- 
tion of the overwhelming majority of an 
audience in a given broadcast area? 

We know that any studious time buyer 
will agree with the above definition and . . . 

That's why we say KEYSTONE BROAD- 
CASTING SYSTEM with more than 900 
affiliated radio stations in Hometown and 



Rural America is the MIGHTIEST MIKE 
in radio. 

Brags and boasts are as nauseating to us 
as they are to you. Our statement is neither 
a brag nor a boast. 

It is a fact . . . and you can make us prove 
it . . . which we'll be delighted to do . . . and 
say . . . don't forget to ask us about our 
market-by-market SPECIAL MERCHAN- 
DISING ASSISTANCE. 

You'll say its UNBELIEVABLE! 



WRITE OR TELEPHONE FOR NETWORK INFORMATION ... 90 stations or 
900 in the EXACT MARKETS YOU SPECIFY! 



Send for our new station list 



CHICAGO 

111 W. Washington St. 
STate 2-8900 

LOS ANGELES 

314? Wilshire Blvd. 
DUnkirk 3 7910 



NEW YORK 

580 Fifth Ave. 
PLaza 7-1460 

SAN FRANCISCO 

57 Post St. 
SUtter 1-7440 



• TAKE TOUR 

CHOICE. A hindlul ol 
ililioni or Irtr nel*o'l< 
J mmulf or l full hour 
it l up (o you your 



• MORE FOR TOUR 

DOLLAR. Ho premium 
coillonnd'viduili/fdp'O 
gumming Nfl*oiV cov 
fugf (or Ifll Ihin lomf 
ipof ' colli 



• ONE ORDER DOES 

THE JOB. All booKkffp 
ing and drluli >tt donr 
by KCYSTONC. yd lh f 
brif fimr ind plicr *rr 
choifn lor you 




keystone 



BROADCASTING SYSTEM, inc. 



tmc voice lor HOMCTOl 



in the salt* of cars. \cl manufacturers 
have bypassed an olnious method of 
reaching her — spot during daytime 
hours. And these das time spots w ould 
he even more effect! \e in areas where 
there is. or where there's likeh to he. 
a concentration of two-car homes. 

■1. Manufacturers ns<> the same 
copy themes. 

Any way you look at it- or hear it 
automotive ropy is pretty much the 
same. Add this factor to the traditions 
of once-a-year advertising at peak 
tune-in times in the same markets, and 
you end up with main announcements 
close-together — all selling the same 
idea. 

Car companies tend to stress a re- 
cent victory in a marathon race, the 
technical advantages of a motor, the 
low-low price. 

Hut copy could he used to drama- 
tize the important intangible reasons 
people sw ing to a certain make. Said 
a Buick dealer in Detroit: 

"People no longer hu\ cars just he- 
cause they're useful. The car sym- 
bolizes something in the buyer's mind. 
His private concept of owning a car — 
or a special kind of a car — may in- 
volve prestige, self-confidence. luxury 
or even escape. W hen we talk to people 
who come in the showroom, we tell 
them about the mechanism ... but we 
sell th em on emotion! 

One Detroit agenc\ man. who's been 
trying to sell his client on a copy 
change for months, says: "I'd like to 
use straight selling copy which is 
switched at short intervals so it doesn't 
wear out. And I'd like to limit our 
copy to the things our car has which 
are really different and which are ex- 
clusive with us." 

Another broadcast executive in an 
automotive agency points to a lack of 
creative personnel in radio-tv writing 
and production and to a shortage of 
time. 

"Frankly, we're pretty well steeped 
in print media, and this is what most 
of our creative people specialize in. 
We're trying to build a solid radio and 
t\ department, but as good as it is it 
isn't up to handling the mad rush we 
have at new car time. We have more 
than an adequate staff eight months of 
the year. But in the other four, when 
we're working out our new car intro- 
duction at break-neck speed, we just 
don t have enough people.'' 

5. Manufacturers don't allow 
spot's flexibility to tvork for them. 

If sales are high, there is a lot of 




/\~ Mn "nno 1 



,Z>.C, 



SUNCLOTHES 
BY JANTZEN 



20 



Augusta- 
36 sr?r+\ 



UCME.TON* t$r» 



flACOMA 



►OlTMfU 



A" contour area contains OVER 
HALF of the papulation of 
Washington State and accounts 
far OVER HALF the retail sales 
of the state. 



. . . and more than 2 million 
people live in the ENTIRE 
area covered by KTNT-TV 

. . . what's more — 

Only KTNT-TV has all five 

Of all the television stations in the 
rich Puget Sound area of Washington 
State, ONLY KTNT-TV covers all five 
of the following major cities in its 
"A" contour: 

• Seattle • Tacoma • Everett 
• Bremerton • Olympia 



CBS Television for Seattle, 
Tacoma, and the Puget Sound Area 

316,000 WATTS 

Antenna height, 1000 ft. above sea level 



CHANNEL ELEVEN 



BASIC 

Represented nationally by 

WEED TELEVISION 
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NASHUA 



EARNINGS! 



NASHUA '1,236,965.00 

THE LOUISVILLE MARKET 

1,305,000 Customers 
$ 1,703,251,000 Buying Income 



Air Trails Network 




WKLO 



LOUISVILLE %~ 




IIIIHIII 



WING 1 WCOL f ^wize 



PROMOTES 



TO BUY AIR TRAILS 
NETWORK STATIONS 

write, wire or phone collect: 

PAT WILLIAMS • ALEX BUCHAN • BILL SPENCER 
WING • 121 N. Main St. • Dayton, Ohio • HE 3773 



TiS< Hay/on SAi/tott 1/tr C*a/uZal Sta&vx. SPRINGFIELD 

H. R. REPRESENTATIVES 
for 

WING- WCOL- WIZE 

JOHN BLAIR & CO. for 

WKLO 
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advertising inonev in the factory fund 

perhaps an average of S50 for e\er\ 
car produced. But if sales and pro- 
duction slacken, the ad budget is cut. 

This up-and-down pattern can be 
matched by spot because of its short- 
order flexibility. Spot can be added or 
sul straeted quickly, as the need arises. 
It can move in fast to stimulate sales 
in a sagging market, to meet a com- 
petitive claim, to back up a dealer. 

"Mobility in thinking" is a must for 
an automobile manufacturer and its 
agency, says Clyde Clem, radio and tv 
account executive on Dodge at Grant 
Vdverlising, Detroit. "We have to be 
flexible in our buying and in our 
thinking, because manv times we have 
to move fast."' 

\\ atts \\ acker, assistant media direc- 
tor of the Brother agenev. expresses a 
similar approach: '"Our eyes are con- 
stantly peeled for something which 
will fit our particular needs in radio 
and tv. Spot has a flexibility which is 
an important asset to the medium." 

But there are few automotives cash- 
ing in on these particular assets. 

6. Deulvrs ami* I gelling local- 
lorel spot support. 

tt's a rare car dealer who doesn't 
use radio or telev ision announcements. 



"i I' 1 * •* . i'i if i' ■ .'ii iiil 



\ et its an equally rare car manufac- 
turer who supports that dealer with 
the same kind of advertising from 
factory money. 

Spot can get a budget allocation 
from three sources. There's the co-op 
iund. to which the manufacturer and 
tin; dealer contribute X amount per 
new car unit purchased by the dealer, 
and over which he has complete juris- 
diction: and the dealer fund, a pool 
sum contributed to by indiv idual deal- 
ers in a market or an area for their 
collective local or regional promotions. 

1 he third advertising fund, the fac- 
tory money, is disbursed by the manu- 
facturer, who is guided indirectly by 
the media wishes of his dealers. Deal- 
ers like national support, and factory 
money usually backs them in such ma- 
jor media as general circulation maga- 
zines, newspapers, network radio and 
network telev ision. 

But dealers also like and need the 
kind of local-level support which spot 
gives them. One station representativ e, 
who has been in Detroit 15 years, pre- 
sents this viewpoint: 

"The manufacturer today should 
parallel the day-to-day sales functions 

■■ . mill III Inn ll l nil li 1 : 



of his dealers. The car company mav 
advertise every Thursday in Life, but 
its dealers are trying to sell cars six- 
days a week and 10 hours every da v. 
Spot can parallel these day-lo-dav sales 
efforts." 

7. Spot is an aftor-thaught. 

Automotives look on spot as supple- 
mentary rather than complementary to 
other media. Spot is used to back-up 
other advertising nsuallv newspaper. 
It's seldom used in the same full- 
strength and forceful way. 

^ et car manufacturers are the first 
to admit that showroom sales can't be 
traced to any one ty pe of advertising. 
They have a hunch newspaper sells 
cars better than spot doe-, but thev 
can't prove it. 

I hey aren't treating spot as a 
grown-up or respectable vehicle. Spot, 
used as an integral element in a multi- 
ple-media pattern, could bag a lot of 
new prospects and reinforce product 
impressions already made. Spot is a 
mass medium, and cars these days 
have a mass consumption equal to 
breakfast foods. Despite this mass 
usage, there's a distinctly un-mass 
price tag of some $3,000. 

These are some of the indications in 
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ENTER YOUR SUBSCRIPTION 
TODAY FOR THE WEEKLY 

SPONSOR 

PRESENT LOW RATES APPLY- 
$8 PER YEAR 
$15 FOR THREE YEARS 
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WE'VE TAKEN THE 



OUT OF 



4,- 



AGE 



/-• 



NEWS COVERAGE . . . 



J 




AND PUT THE 



NEW 



IN NEWS 



SERVING MONTGOMERY ... as well as 
every HOME TOWN in Southeast Alabama. 



40 correspondents in Alabama and North 
West Floridll^owns and communities are 
equipped to filiSvon the spot, news as it 
occurs and to \ving*ot to Montgomery for 
prompt telecasting, usHally the same day. 

The most modern film processing equip- 
ment at our studios makes tnVnews ready 
to screen in minutes . . . NO ^GING IN 
TRANSIT .... 

A news crew that's trained, qualifieu^n 
every respect, stands ready with their equip^ 
ment to cover news when it happens, wher- 
ever it happens. 



WSFA-TV news is presented without still 
photographs and our consumption of lGmm 
films at the average rate of 20,000 feet per 
month makes it fresh . . . new ... as new 
as the news .... 

Excellence in timely and complete, un- 
biased news coverage is a part of WSFA- 
TV's service to southeastern Alabama and 
is one of the many reasons for its domi- 
nance over all other media. 

Your message will be seen more .... 
mean more on ... . 



WSFA-TV, Montgomery, Alabama 
NlDC! WKY ' WKY ~ TV * Oklahoma City, Oklahoma 
J V WTVT in Tampa -St Petersburg 

Represented by THE KATZ AGENCY, IN 



CHANNEL 

•12 
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Detroit that spot Inning techniques are 
due for an o\ er-luiuling. There are 
likewise portent* that spot is beginning 
to get a constructive rc-appraisal from 
both agene\ and client. 

\dinen sa\ broadcasters and broad- 
cast salesmen should also take stock 
of spot, and of their own Kales meth- 
ods. \dmen figure radio and In peo- 
ple ha\e a big share of the responsi- 
bility if it's true that their client isn't 
getting his spot dollar's worth. Some 
of their suggestions for radio and tv s 
self-appraisal of spot will be in Part 
Two of this series. 27 October. * * * 



ELVIS . . . 

(Continued from page. 33) 

19 \cars of age in the U.S. I not count- 
ing; those in armed forces overseas) 
according to the July 1955 esimate 
from the Bureau of Census. It is a 
market for the present and the future. 

Eugene Gilbert and Co., of New- 
York, which provides, through its Gil- 
bert Youth Research programs, a 
marketing service to advertising and 
business executives, foresees a shift in 
advertising with emphasis on selling 
the expanding teenage market. 



the proof 



In this era of 10-day 
trials and taste-tests, 
people like to be shown ! 
They like conclusive proof 
...and that proof is only 
in the pudding. The July 
1956 Washington Area 
Conlan report shows WITN 
with a 51.3% share of 
audience in the afternoon 
and 45.7% share at night 
...a jack-rabbit leap from 
the January Pulse that was 
taken after WITN was 90 
days old. But hold on... 
there is a lot more to 
come. WITN has double the 
NBC shows of a year ago. 
More proof is coming... 
just watch WITN's smoke 
in the ARB study 
this fall ! 



is 
in 
the 

pudding 
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witn 




channel 




lorvlnR e^.-storn north oftrol inn / Ironaral t tor at grlflon. n. o./otudloa * offloos nl vnr.hlngton, n. 5. 
919 foot lo.cr/316.000 wntla/ovor ISO. 000 ooto In tho morkot / h«£tdloy-rood oompony. ropresontst ivoo 



Youth and people over 40 are in- 
creasing in number, according to a 
recent Gilbert study, while the number 
of people between 25 and 39 is ac- 
tually declining. By 1965. the 13-18 
Near-old age group will have shown 
the highest per cent of population in- 
crease I 70.4' < I over 1950. This means 
that in the next decade increased busi- 
ness must come from either the \ oung 
or the old. 

Every day. 10.000 new prospects 
move into the teenage market. '1 bis 
year, about 750,000 teenagers got mar- 
ried. The median age of marriage for 
women is 18. About one-third of all 
first children in the U. S. are born to 
women 20 and under. Obviously, if 
the late teenagers are going to house- 
keeping and raising families, then they 
comprise a growing market for appli- 
ances, furnishings and cars. 

A 1956 survey conducted by Gilbert 
for Seventeen magazine turned up the 
fact that the average girl entering col- 
lege as a freshman spends $456.22 for 
wardrobe, room furnishings, etc. With 
about 260.000 teenage girls entering 
college, this represents a one-shot 
spending spree of over $118 million. 

The Gilbert Co. which does much of 
research by networks into the youth 
market feels that tv can do much more 
than it is now doing to capture this 
audience. About 20' '< of network 
time is being programed for the small 
children I ages 5 to 9). Yet in the 
next decade, this age group will not 
show nearh the population increase as 
the 13-18 set. 

Competitive media- newspapers, ra- 
dio, and magazines — are realizing the 
potential of the teenage audience. 
Radio is trying to satisfy its tastes. 
Major magazines are devoting more 
and more articles and features to the 
teenager. "What Young People Think ' 
is the title of a daily column b\ Eugene 
Gilbert that is syndicated by AP to 
320 newspapers covering all major 
cities in the l T . S. The readership re- 
sponse has been great, and some of 
the papers carry the subject for that 
da\"s column as a page one bannerline 
(The A. V. journal-American has been 
printing this bannerline in red ink.) 

A major network has remit 1) <*»" 
«aged the Gilbert organization to con- 
duct a \outh study, and it is quite 
possible that tv will shortly make a 
i definite bid to capture this growing 
audience. In fact, Gilbert predicts 
I Please turn to page 106) 
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ADVERTISERS GET 
BIG-TIME RESULTS 



on WFAA-TV 




The housewife who just opened this can of Heinz 

baked beans might find herself in the same predicament 

as the little cartoon character when it comes to pronouncing 

"Worcestershire Sauce," but one thing's for sure: She 

knous it pays to reach for HEINZ, regardless. 

And throughout North Texas more and more housewives 

are becoming presold on all Heinz products while 

settled back to watch "Studio 57" — now in its 

3rd year over WFAA-TV! 

If you're looking for "big time" results, see your 
PETRYMAN for complete market data 
and coverage information. 



WFAA-TV 



DICK DRUMMY, 

Commercial Manager 

A TELEVISION 

SERVICE OF THE 

DALLAS MORNING NEWS 



CHANNEL 8 DALLAS 
NBC-ABC 
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Big Aggie 
knew him 



:cy/v hack vchoi. 




Bacl n t927 WNAX- 
570 introduced Law- 
rence Well to radio 
a u d i o nc e \ . Today. 
W e 1 1 " s sparkling 
champagne music it trie toast of the nation. 

And today. WNAX-570 is the toast of the 
hundreds of leading advertisers who use its 
air waves to sell their products. Yes, both 
We i and WNAX have grown and developed 
"to top performers. The Lawrence Well show 
11 among the top ten attractions. WNAX 
570 s a top-of the-list radio buy. delivering 
a big monicd audience in the land where TV 
mfjni Taint Visible 



r%9 


WNAX-570 




YANKTON. S DAKOTA 

' \ < .... |r. S| .||,.„ 
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1 lulrr llir ••Mir tM*n*0r* 
mrnl K X 1 X 1 li.niirl 'J. 
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SoOJ t.fii. ^iirnufT: I lit- 20lli retmirV 

l«r;irlirai jim jihtl 

IsMIO: | Orlul.i-r 1 "."<>. page tO 

C'C'l! Sr» f (itfihm*ul«, new preilicljon- 



(lii (In* ."if Uli anuhcr-arv <>f 1 ■ i — -tail in tin* indu-tn . General Da\id 
>ani<>fl, wa- pre-cnted |»\ \[C. \ engineer- with five "electronic mira- 
cle-." \ magnetic tape rec order of doth color and blaik-and-w liite 
tele\ i-ion f«»r broad< a-t u-e. a magnetic tv-tape plaver for home u-e. 
an electronic light amplifier, a -dent air-conditioner with no imning 
pait- and an electronic refrigerator. Ilirce had Iieen recpie-ted bv 
>anrofT five vears ago to mark tin- c\ent. 

From this ama/ing pre-ent. the General launched into an even 
inure >p»*etacular future, lie predict- that within the ne\t 2t> \ car- 
war w ill he outlawed. So\ iet Coinmtini-ui will collap-e, plane- will 
he living 500!) mile- an hour and hou-ewi\c- will have pn-h-hutton 
home-. 

The future will al-u see, foreca-t- >arno(T, perfection of weather 
report- for veais ahead and "step- taken to make and control weather 
a- de-ired." the energ\ of the -un- rav- effectivelv harnessed and in 
world-wide u-e. communication 1>\ tele\ i-ion. in full color. between 
an\ two points on the globe with the ea-e of the telephone, i Indi- 
vidual- will hold private two-wav conv er-ation- and -ee each otliei 
a- the\ talk, regardless of the di-tance separating tliem. i 

\- for man - life in general. SarnolT see- an extension of the life- 
Mian "probahh within hailing di-tance of the centurv mark" and 
the attainment of living standards '"without pa-t parallel" through- 
out the world. * * * 




Negro r:iilio"» iiuirkeims role 

l';irl lun, 17 >ej>lenitiiT page 3 

.Nrgm m;irkel pioneer- hii»e raWil 
hodgel- tOO'r 



One of the hest cleinon-tration- of the growing importance of the 
Negro market i- embodied in fact- revealed h\ ller-chel /.. Deut-ch 
\ Go. regarding the increa-ed national adverti-ing budget- now alio- 
eated h\ several client- of this New \oik adverti-inn a^en< v for 
promotion of product- in the \egio field. 

Filtering the field in 1 ( >1 ( > with an eight— tatioii -chedule. the com- 
panic- have increa-ed their budget hv llM)' ( to cov ei the pre-ent 
I lift radio outlet-, \mong the firm- are the following: llou-elndd 
Product-, Inc.; !■*. I. Browne Ding Co.: Kilniei \ Co.: \— ocialed 
s «*pi;m Product- and The l-andei ( oinpanv. Product- adverti-ed 
are co-inctii-. ding- and proprietarv medicine-. 

Madeleine \lli-on. media dircctoi of llcr-ihel /. IVnt-ch, -,iv-. 
"For the mo-t part, we -elect announcement- to t.iriv ine— .igc- 
llowever. we aim for ileliv ci v h\ carcfnllv -elected pi'i -on.ditie* in 
< ho-cn in.iikel-." Mi— \lli-on point- out the fact th.it copv i- e*pe- 
ci.illv wiillen for Ninclav placeinenl and for u-e in icligion- pro- 
iiiani-, with le— hai d-hitting appio.nh. 

" \ll (it)-eeoiid .iinioimccmcut- .lie dehveied live and gener.illv 
•lie nio-t elTeclive, although hi' do -iipplenicnl with 20-eeoncl c.t. s. 
N inee the appi opi i.it ion- diiectlv ielh*ct the tieinl- in -ale-. she 
com hide-, "the cliniiinlic.illv im ie,i-ed adverti-ing expenditni e- .nc 
the mo-l i one i etc ev ideni i" of -iici e--f nl ic-nlt- from the ml\ eiti-ini; 
. i * 1 1 1 1 e— — eil l>\ the jigein v to tin- -egnieiit of the population, * * * 
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TV COMPARAGRAPH OF NETWORK PRC 



MONDAY 



Garry Moore 
Campbell 
Burnett 

Bristol-Myers 
DCSS elt m 

NT alt sust L 
& hr $3,600 

Arthur Godfrey 

Gen Foods 
Y&R 



Stend Brands 5 
Bates 

Var $4,150 L 
simul Yt hr 

Godfrey (cont'd)j 
Bristol-Myers 
Y&R m&w 
11-11:30 



Strike It Rich 
Colgate: ttbpst; 
Tel. super suds, 
palmollve. fab, 
•J il 

r«NT i 

m-f 

Esty $15,001 

Valiant Lady 
Stand Brands 
Bates 
88NT m 

$10,006 

Love of Life 
Amer Home Pr 
"7NY m-f L 
Ted Bates $10,000 
Search for Tom'w 

P&G: Joyf 
«W m-f L 
Burnett $10,000 
Guiding Light 
P&G - Ivory, duzt 
MVT m-f L 
Compton $10,000 
News 
1-1:18 

m-f 
Sust 

NT L&F 

Stand Up & 
Be Counted 

Sust 

NT L 

As the World 

Turns 
P&G: prell, 
Ivory snow 
I10NT m-f 104L 
B&B 

$3,000 </z hr 



TUESDAY 



WEDNESDAY 



Dim Dsai 

School 
Multiple spons 
Var L 
% jr $1,600 



Bandstand 
slmul 
NT m-f L 



Heme 

m-f 11-12 
Remote cut-ins 
Var L&F 
(Women's service 
program. For 
Dartlc sponsors, 
there are eight 
1-mln commer- 
cials an hour 
•.Tillable 
wk $25,000 



Tie Tac 
Dough 

NT m-f L • 
sust 



No network 
programing 
m-f 



No network 
programing 
m-f 



It Could Be You 
Hy m-f L 

Parties 

Yi hr $3,000 



No network 
programing 
m-f 



Ne network 
programing 
m-f 



No network 
programing 
ta-f 



Garry Moore 

sust 

Best Foods 
Ludgln 

'/„ hr $3,140 
NY h 



Arthur Godfrey 
Ver L 
Scott Peper JUT 
see mon 



Norwich 



B&B 



Godfrey (cont'd) 
Kellogg Burnett 
t&th 



Plllsbury Mills 

m-th 
Burnett 



Strike It Rlsfi 

Colgate 
m-f (see mon) 
Esty 



Valiant Lady 

Wesson Oil 
NT L 
Fitzgerald 

Love «f Llfs 
Amer Borne Pr 
m-f (see mon) 

Ted Bate* 

Search for Tom'w 
Burnett 

PAG: Joyf 
m-f (see mon) 

Guiding Llghl 
P&G: ivory, dost 
m-f (see mon) 

Com ate* 

sust 
News 
1-1:10 
NT L&F 



Stand Up & 
Be Counted 
NT L 
sust 

As the World 
Turna 

sust 

NT L 



Ding Dong Mil 

Ver L 

(See Mon) 



No network 
programing 
m-f 



Bandstand 
slmul 
NT m-f L 
partlc 



Heme 

m-f 11-12 
Remote cut-ine 

var L&F 



No network 
programing 
m t 



TIs Ta« 

Dough 

NT m-f L 



It Could Be You 
Hy l 
Pertlcs 



No network 
programing 
m-f 



No network 
programing 
m-f 



No network 
programing 



Garry Moore 
Lever Bros JWT 



Frigidelie 
Gen Motors 
Kudner 
NT L 

Arthur Godfrey 

sust 



Simonlae 
SSCB 

Var L 
(see mon) 



Godfrey (cont'd) 
Bristol Meyers 
11-11:30 
Y&R 



ttrlke It Risk 

Colgate 
m-f 
(see mon) 

Esty 
Valiant Lady 
General Mills 
w, f 
DF8. K-R 

Love of Life 
Amer Home Pr 
m-f (see mon) 

Ted Ba tes 

Search for Tem'w 
P&G: Joyf 
m-f (see mon) 
Burnett 

Guiding Llghl 

P&G: Ivory, duzt 

m-f (see mon) 
Compton 

News 
1-1:10 
NT sust L&F 



Stand Up & 
Be Counted 
NT L 
sust 

As the World 
Turns 

P&G: prell. 
Ivory snow 
m-f (see mon) 

B&B 



Ding Deni 
School 

(See Mon) 
Var L 



Bandstand 
simul 
NT m-f L 
partlc 



Home 
m-f 11-1 V 

Var L&F 

Remote cut-ins 



No n 
progr 
a 



,o n 
progr 



NT 



Tic Tae 
Dough 

eust 



No n 
progr 



It Could Be You 
m-f 

Hy L 
parties 



No n 
prngr 



No network 
programing 
m-f 



Our Miss Brooks 
Hy F 
sust 



Art Llnkletter 
i Lever: surf 
RTTTv m.w.f L 
BBDO _ 

Campbell 
Burnett 



Uhr $4000 

Bit Payoff 

Colgate: fsh. 
chlorophyll tth 
pst. cashmr hot 
82NY m-w.f I, 

(tut tn »M 
Esty % hr $6,000 



Bob Crosby 

sust 

Brown & Wmsnn 
Bates alt wits 
L sust 
Hy I, 
M hr $3,150 



No network 
programing 
m-f 



Tennessee Ernie 
Ford Show 

P&G B&B 

Swift Mc-E 
Hy m-f L 
Yi hr $3,500 



NBC's Metlnee 
Theetre 

rtertie eponsors 
HY I. 



No network 
programing 
m-f 



Afternoon 
Film Festival 



Our Miss Brooks 
Hy F 

Best Foods DFS 
alt wks sust 



Art Llnkletter 
Kellogg; all pr 

52Hy L 
tu.th 

Burnett 



Plllsbury 
Burnett 



Color NT 
$30,000 wk 



partie 



M1M> 



Bit Payoff 

NT L 
sust 



Bob Crosby 

Carnation 
E Wasey 
F Wesson 
Fitz gerald 
Hy 

Best Foods 
DFS 



m-f 
No network 
programing 



Tennessee Ernie 
Ford Show 

P&G B&B 

Stend Brands 



Bates 
Hy 



m-f 
L 



i NBC's Metlnee 
Theatre 
partie sponsore 
HT L 

Color 



No network 
program tng 
m-f 



Afternoon 
Film Festival 



pertie 



Our Miss Brooks 
Hy F 
sust 



Art Llnkletter 
Lever 1 our: 
m.w.f 
RBnn 

Slmoniz T-Lalrd 

r 1 



BIfl Payeff 

Colgate 
m.w.f 
(*p*> mn n ' 
Esty Yz hr $6,000 

NT L 

Bob Crosby 
Gerher 
D'Arcy 



GenerM Mills 
w.f 

44Hv L 
Knox- 
Reeves 



No network 
programing 
m-f 



Tennessee Ernie 

Ford Show 
P&G B&B 

Minute Maid 
Bates alt 
Brown & Wmsn 
Seeds 

Hy L 



Ne n 
progr 



Afte 
Film 

pa' 

NBC's Matinee NT 
Theetre 

psrtlc sponsors 
NT L 

Color 



Brighter Day 
P*G 
11KNT m-f T. 

Y&R $ 10.000 

The Seeret Storm 
Am Home Prods: 
lllow m .f r, 

Ted Bates $9.500 

Edge Of 
Night 

,P*0 n r„n 

129NT m-f 12?L 
B&B $15,000 



No network 
programlnr 



Qusen For A 
Day 

Hy psrtlcs L 
4-4:45 pm 
Yi hr $3,000 



Modern Romances 
NT sust L 
4:45-5 



Comedy Time 
NT F 
sust 



No net 
programing 



Brighter Day 
P&G 
m-f (see moo) 
Y&R 

Afternoon The Secret Storm 

Film Festival Amer Home Prs 

partie (see Mon) m-f 

3-5 pm Ted Bates 

Edge of 
Night 
P&G: tide, prell 
m-f 

Benton & Bowles 



Mlskey Mouse 
Club 
m-f 
elt wks 
Welch Grape Js 
DCSS 5:15-5:30 

Armour 
Laird 5:30-5:45 

Carnation 
Erwln Wasey 

5:45-6 
Chi F 
, & co-op 5-5:15 

per V* hr 
$5,040 to $6,300 



(eee Mon) 



No network 
programing 
as-f 



Queen For A 
Day 

Hy parties L 
4-4:45 pm 



Modern Romances 

Alberto (Silver 
Wade elt sust 
Vi hr $2,700 
NT L 



Comedy Time 
NT F 
sust 



No net 
programing 



Afternoon 
Film Festival 

3-5 pm 
partie 



Brighter Day 

P&G 
m-f (see mon) 
NT L Y&R 
The Secret Storm 
Am Home Prods: 
m-f (see mon) 
Ted B ates 

Edge of 
Night 
P&G: tide, prell 
m-f 
(See Mon) 
Benton & Bowles 



Mlskey Mouse 
Ciub 
m-f 

co-op 5-5:15 
Gen'l Mills 
w-f 
5:15-5:30 

5:45-6 
Knox Reeves, 
Esty 

Mattel 
Cars cm-Roberts 
SOS alt 
MsC-E 6:30-5:45 
Chi Jt 

Per V* hr 
$5,040 to $6,300 



No network 
progrsmlni 
m-f 



Queen For A 



Hy 



Day 



psrtlcs 
4-4:45 



Comedy Time 
XI F 
sust 



No net 
programing 



Afte 
Film 

3-5 
pa 



Modern Romances 

Sterling TtniK 
D FS Yi hr $2,700 
NY L 



Miekev 
CI 

co-op 
Camnhe 
Burnett 
5 I." V3 

Uri.rol 

Ch\ 

n»' I 

55.040 1 



-GRAMS 



etwork 
• mini 
f 



etwork 
sming 
■f 



etwork 
• mlng 
i-f 



e twork 
amlng 
f 



itwerk 
•mine 

-f 



THURSDAY 



G*rry Moors 

I'JSt 

Tort 
North 
KY L 



Arthur Godlrey 

C< 1 ' . Y&.R 
\J L 

Amcr H^me 
l'nxl 
Ted Bates 
(ice mm) 

Godfrey (eoofd) 

Kellogg 
Burnett T&Th 



Plllibury Ulllt 
Burnett 

40\ar L 
ilroul '/< hr $3995 

Strike It Rlih 

Colgite 
m-f (see mool 

tit» 

Vsllant Lady 

Tool Co 
NY L 
North 

Love of Life 
Amor Home R 
m-f (tee moo) 

Te d Batei 

Setrch lor Tun » 
PAG: Joyt 
mf dee moo) 

Burnett 

Guiding Light 

P&O: liory. duit 
m-r (so* moal 

Com atom 

News 

1-1:10 
NY suit LAF 

Stand Up A 
Be Counted 

KY L 

lUlt 

As The World 
Turni 

SUSl 

NY L 

Pro Football 
11/22 only 
12n-concl 
Gen Tire DArcy 



Dur Miss Brooks 

Uy *" 

lUlt 

Art Llnkletter 
Kellers: all pr 



S2IIJ 
Burnett 



L 

tu.th 

I'lllihiirj Mllli 
Burnett 

hi hr $4,000 



Din Dim etheol 

Mllei Labi 
G. Wade 

Var L 
K br $1600 



Bandstand 
slmul 
m r 
partlci 



Heme 

m-r 11-1' 
Var LAF 
Hemote cut-In 

Maty Thanks- 
giving Day 
Parade 
Ideal Toy Grey 

Sweets Co. 
Moselle & Elsen 

11 22 only 
NY L 



Tie Tai 
Dough 
suit 

NY mf 



It Could Be You 
Uy L 
parties 



No network 
programing 

m-r 

II '22 onlv 
NCAA Football 

Games 
1 '45 pm Eastern 
4:15 pm We^ern 
Bristol Myers 
YS.R 

L* S Rubber 
F. D. Richards 
Sunbeam 
Perrin-Paus 



No network 
procremlng 
m-f 



Tennessee Ernie 
Ford Show 

m-r 

PAO BIB 

Miles G. Wade 



Daytime 



FRIDAY 



Garry Moore 
Swift 
Me-E 



No network 
programing 
m-r 



Ne network 
programing 
m-f 



No network 
programing 
m-r 



No network 
omcraintntr 
ro r 



No network 
progrimlng 

m-r 



Lever Broe JWT 

CBS-Hytroo 
Bi N alt wki 
imt 

Hen Mills BBOD 

NY 



Garry Maori 

(cont'd! 
Yardley of Lndn 
Ayer 

Staler 
RAR alt wka 
SOS MC-E 

Strike It Rlsh 
Colgate 
m-f 
(im mon) 
fiti 



Valiant Laejy 
Genersl Ullls 
w. f 
DFg. K-R 
Love of Life 
*mer TTome Pr 
'm-r mon) 
Ted Bates 

Seereh for Tom'w 
PAO. Joyt 

m-f ' moot 
Burnett 

Guiding Light 
PAD : liory. dint 

m-f dee mool 
Cematea 

News 
1-1:10 
NY aust LAF 

Stand Up A 
Be Counted 
NY L 
sust 



As the World 

Turns 
PAG : prell. 
I Tory snow 
- ' dee moa) 
BAB 



Dur Miss Brooks 
Ity F 
fust 

"Art Llnkletter 

Lerer: aurf 
BBOD m.w.f 

— Pwirt 

Me-E 
«4Hy L 
thr $400« 



NOVEMBER 1956 



SATURDAY 



Dim Darn Seheet 

(See Moo) 



Var 



No network 
programing 



Bandstand 
• Imul 
NY' m-r 
panic 



Heme 

m-r 11-1* No network 

Var LAF priegramUig 

dee mon A tu l 



Remote cut-ins 



NY 



Tie Tai 

Dough 
m-f L 
suit 



No Network 
Programing 



It Could Be You 
Uy L 
Brown A: 
Williamson 
Seeds 



No network 
programing 
m-f 



No network 
programing 
m-f 



Tennessee Ernie 

Ford Show 
PAG BIB 

Ttrmrn & Wmsn 
Seeds 

sit 

Stand Brands 
Batea 



No network 
programing 



No network 
programing 



Cast. K ana art* 

Ludens 
J. M. Matties 
9:45-10 
Ileal Tot 

Grey 

10-10:15 
Brown Shoo 

Burnett 
10:15-10:30 
NY L 



Mighty Mouse 

Playhouse 
General Foods 
YAR 

alt 

Colgate Bates 
$20,000 

Wlnkly Dink 
and Yau 
NY suit L 



Tales of 
Texas Rangers) 
Genersl Mills 
T »ttiai». 

Laird {18.000 
alt 

Sweets Co. 
Moselle A Elsen 

Toots le Rolls 
Hy F 



tk< ni t Tee 

Vtfirtmat rt*1r-f 

P-nd.- |,|1|.<~I 

!*• cream, ical- 
<%lrr prodi 
«»Ph11a I. 



Ayer 



$16,000 



Lsae Riaaec 

General Ultli- 
wheatlet. klr 
ny F 
alt 

Nestle 
B Houston 
DFS $18,000 



No network 
programing 



Football 
Scoreboard 
2-5 pm 
sust 



Var 



Hewtty Deody 

Continental 1 
Bklnt 
Jftes alt sin 
NY $24,000 Ll 



NT 



I Married 
Jaaa 



F»»T 

General Fda 
NY F I 

BAB $33.0C<tl 



Unele Jehney 
Cmi S*««w 
Swift Me-E 
alt sust $2.3 r l 
Phi 



Cowboy 
Theatre 
sust 

NY 1.4 1 



Football Prevle 
1-1 IS ipprot 
Alltiste 
Christiansen 
V«r 

1 -lVI 1.1 arnn 
NCAA Fontbal 
Bristol Myers 
YAR 

T' S Rubber 
F. D Richards 

Sunbeam 
Perrln Paus 
Zenith BBDO 
$l<4 nulla* 
for all 

Var 
11 in A 11 H 
Other dates 
Rec game* 

Ttcc sponsors 



Football 

(cont'dl 



-noon 

Feitlval 

-lie 



•noon 
• eillnl 

pm 

tli 



Bit Payeft 

NT m-f L 
■ui tu.tb 



Beb Crosby 

Ton I Co 
Nnrth_ 

TAG Compton 
TOIIy I, 



Brighter Day 

PAD 
m f (ire mon) 
YA R 

The Seeral Slorm 
Amrr Home 1'ri 
rn f dee mon I 
Ted Batea 



Erlgs or 
Night 

I'AO tide, prell 

m r 

Bent** A Rffwlai 

(S<-i> Mon) 



**«upi 
ui.ri 

r 

ic.son 



No network 
pro« r* mini 



NBC's Metlnee 

Theatre 
partli aponiors 
HY L 



Color 



Afternoon 
Film Festival 

NY- 



Queen For A 
Day 

lly psrtlra L 
4 4 MS 



Aflernoon 
Film Festival 

3 5 pm 



Big Paystt 

Colgate 
m.w.r 
dee mon) 

Esty H_hr $6,000 
Reb Crr>*bv 
F ROS McC-E 
nil 

Pivirt McC-E 

•i-neral M1II> 

4 1 \lv T, 
Knent. wAr Vi hr 
Knoi-Ree^es 



Brighter Day 

PAG 
m-r dee mon) 
YA R 

The Seerat Storm 
Am Home Prods: 
m-r (see mon) 
Blow 



Modern Romances 
NY nut L 
4:4$ 8 



Comedy Time 



Edge of 
Night 
I'AO' Mile. Prell 
m f 

I1A n <Se* Mon) 



No rwt 
programing 



Mltkey Mouse 

Club 

lytluee In* 

J. ("Mian 
alt wki Willi 
Morton Halt 
N LA D 

Oen'l M Ilia 
w f 

C, n 5 .10. 5'41 « 
K ftert R rwi 
A Esty 
mop a 3D U:^ 
Chi T 
t»r V hr 
IS. 040 ts $8,300 



No network 
pros-ranting 



NBC*. Mi tint* 

Theatre 
««rtw anontnre 
ST» I, 



Color 



Queen For A 
Dav 

llr oartlT L 

4 4:45 



C'»-llr,f nemo 

P r «i i. W S7 710 



r «iTiiHv Tim* 

Kv urn r 



pmf r»rn|n | 



No network 
profiTimlni 



No network 
profT imlni 



No nttwork 
Droinmlir 



Football 
Scoreboard 

(Cont'd) 



Football 
Scoreboard 

(Cont'd) 



No nslwork 
programing 



Football 

(com d> 



Football 

(cont'dl 



Featball 
ScorelMnrd 
Ms-M-Ja 

5 13-5:30 appi 
NY lust 
Var 

$3.(«n 



NY 



Mr. Wlrara 
sust 



.Bit 



Unt!* J r , 
tm ft, 
S'lft Hit 

ill r.« s 
Ch! 



CAPn 





X. _/ 





m 



m 



IN AUTOMOTIVE SALES © 







III 



Things arc moving faster than ever in the nation's Capital. 
Washingtonians are riding high, wide and handsome . . . 
accounting for the greatest automotive sales volume in 
Capital histoi } . 

In just five years, Washington automotive dealers' annual 
sales have risen $85 million— an increase greatei than the 
total sales of Salt Lake Cit\ or Richmond foi all of last 
)ear. Washington's total automotive, sales jar I 'J')") reached 
a staggering $420,335,000! 



And more and more adveitisers who want to go places in 
this giowing metropolitan area aie riding with the best 
selling vehicles WRC and WRC-TY, Washington's 
Leadership stations. Billings lor the first hah ol this \eai 
against those for the same period in I'.)") I show that auto- 
motive advert iseis have more than doubled thei) invest- 
ment on these stations in just two years! 

\ou'll be liding in high stslc. loo, wlun \oa gu with (In 
biggest guns in Washington's selling boom . . . 




,WRC-TV 



AND V V IL^^J 1L V . . . SOLD BY 
NBC I.KADERSHH" STATIONS IN WASHINGTON, D. C. 




ELVIS . . . 

I Continued from page 96 i 

that in 10 veais time the greater em- 
phasis in \outh advertising will no 
longer he aimed at the 5 to 9 age 
group, hut that teenage media will 
receive at least twice as many adver- 
ting dollars as it is presently receiving. 

Between the ages of 13 and 19, the 
minimum average buying power per 
child per week was computed to he 
.512.71 in 1949 when the Gilbert Youth 
Research Organization conducted a 
-urvev for M5C Radio. This year 
(19.56) Gilbert estimates the annual 
teenage bin ing market of between $9 
and ?1() billion. 

Also included in the XBC report was 
a projection of statistics that showed 
urban teenagers alone consumed an- 
nually about 7.5 billion glasses of milk. 
3 billion servings of ice cream, and 
more than 2.5 billion glasses of soft 
drinks. Among the girls, there is an 
abrupt increase in use of hand lotions, 
cold cream, rouge and eyebrow pencil 
at about 17. Shampoo and lipstick in- 
crease gradually o\cr the entire span 
of the teens, although lipstick is used 
by P.. 0 /, of the 13-15-year-old girls, 



and b\ 97 f r of the 16 through 19 age 
group. 

.Although the growth of television 
has undoubtedh altered some of the 
listening habits uncovered in this Gil- 
bert sun ev . it still stands as a solid 
investigation into teenage character- 
istics. \ significant fact is that 5 \' '< 
of teenagers are not home on weekdays 
between 3 p.m. and midnight, although 
O^i of this away-from-hoine group lis- 
ten to radio at a friend s house or in 
an automobile. 

In this same period, the average 
percent of teeners listening to radio 



was shown to be 2' 



w ith the listen- 



ing curve building from ]~ r < at 3 p.m. 
lo 33 r c at 10, dropping to 20 r ' ( after 
11:30. At home or away, more girls 
listen on weekdays than boys (29 f ,r 
girls, 25' ? boys) . 

On Saturdays, the Gilbert study 
showed fewer teenagers available at 
home than on weekdays, especially in 
the evening, but the listening average 
(30' < ) at home is about the same as 
on weekdays with an increase of away- 
from-home listening. Saturday also 
finds listening running through mid 
night. Once again, it is the girls who 
spend more time with radio. 



Highest teenage listening average of 
week (36' r) is reached on Sundays. 
Listening in cars or at friends' homes 
increases to ll*^. A steadv audience 
is maintained through the afternoon 
and evening with girls still leading the 
boys 37 r r to 34';. 

Significant to the advertiser were 
these additional findings based on the 
Gilbert studv : (1) with favorite pro- 
grams, sponsor identification is strong 
among both girls and boys: (2) Most 
voung people prefer one or two brands 
in many product categories to the ex- 
tent that these brands almost dominate 
the market; (3) because of intense 
loyalty of teeners for their favorite 
programs, even a show with a relative- 
ly low rating may do a very good 
sales job. 

The loyalty of youth toward brand 
names was pointed up recently when 
Dr. Lester Guest, of Pennsylvania State 
University, conducted a check on nearly 
five hundred individuals who. back in 
1940 as seven -to- 18 v ear-olds, had 
given their brand preferences for cof- 
fee, soap, toothpaste, bread, chewing 
gum and cereal. These grown men 
and women were now asked the same 
onestions. and more than a third stuck 



i^JcdexHo- a leading masdzet? 




Whether you've lived in America, 
Canada or most any country overseas, 
chances are you've depended on To- 
ledo, home of the Toledo Scale Com- 
pany. And in addition to the world- 
famous scale manufacturing, Toledo is 
listed among the leaders in 11 of the 19 
industrial classifications! 

Along with Toledo, only WSPD-TV 
gives you maximum 316,000 watt 
power for complete saturation of North- 
western Ohio's 23 county billion dollar 
market! Call Katz! 
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WHEN YOU BUY ATLANTA... BUY 



AND GET A BIGGER SLICE OF 



Most national advertisers consider Atlanta a "must" market. 
The question is how best to cover the market. The answer is: 
compared with the other two stations in Atlanta, WAGA-TV 
reaches 17 to 22% more people with 14 to 16% more spend- 
able income. Why? Taller tower, maximum power, top local 
and CBS-TV programing. Proof: consistent top ratings by both 
Pulse and ARB. Get the facts from our reps. 



TOP DOG k IN THE NATION'S 21st MARKET 




Represented Notionolly by 
THE KATZ AGENCY, Inc. 




waga-tv 




CBS-TV in Atlanta 



STORER BROADCASTING COMPANY SALES OFFICES 



NEW YORK— 118 E. 57th St.— TOM HARKER, Vice President and National Salts Director • BOB WOOD, National Soles Manager 

CHICAGO-230 N. Michigon Ave. • SAN FRANCISCO-1 1 1 Sutter St. 
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to their childhood choice?. Those who 
\sere eight in the original survey 
proved just as loyal to their brands as 
did those who were 18. Dr. Guest's 
conclusion is that a high percentage 
of people make up their minds early 
in life about advertised products. 

A\>o significant is the fact that it is 
this generation that is largely respon- 
sible for what records make the top 10 
or lop 20. In an article titled, "Does 
radio plav the wrong music?" (spon- 
sor. 27 June 1955). a spokesman for 
The Market Research Corp. of America 



said, "Probably half or more of all 
disks are bought by r teenagers and 
y oung married and single adults/' 

It is this generation that has adopted 
rock-'n'-roll as their own peculiar 
standard of independence and non- 
conformity. They have chosen their 
own idol, created an image graven 
with a sulky pout and a D.A. haircut. 
Without the acceptance of this group, 
Presley might still be driving a truck 
in Memphis for $35 a week. 

"Rock-'n'-roll is a big part of our 
show because the kids want it," says 



Mort Fleischman, personal producer 
for Johnny Andrews who is singing- 
host for NBC Radio's IVational Radio 
Fan Club. This Friday night network 
show originating at NBC's New York 
flagship, WRCA, under the aegis of 
Parker Gibbs (who also produces 
Bandstand) is specifically slanted for 
the teenage set. It is carried by about 
160 stations and reaches between 4 
and 5 million listeners. It has 70,000 
active members in its fan club and 
draws about 1,300 letters a week. The 
tunes played on this show are voted on 
by kids across the country (and some 
adults, too). Says Fleischman, "90% 
of this voting is for Elvis Presley." 

At WINS, New York, where Allen 
Freed works the turntables Monday 
through Saturday nights with his Rock- 
'n-Roll Party, a recent check on a 
single time segment showed the audi- 
ence composition to be 56% children 
and 441 adults. 

Is r-'n'-r being forced on adult lis- 
teners to a d.j. show? Are these adults 
"captives?" In this day of multiple- 
set homes, it isn't likely. Yet the ques- 
tion of whether radio plays the wrong 
music was raised by SPONSOR in the 
previously mentioned article of 27 
June 1955. A 1955 survey by Ohio 
State University showed that as women 
get older they tend to like hot music 
less and less, also that as their buying 
power increases (which it usually does 
with age) the greater their resistance 
to the brand of music Presley repre- 
sents. Once they pass 19, their taste 
veers to the sweet and "schmaltzy" 
(viz, Lawrence Welk, Liberace). 

Many stations program d.j. shows 
appealing to different tastes- — classical, 
pop, western, progressive, etc. WNEW, 
New York, takes the position that its 
d.j.'s know what type records are best 
for the show and has long maintained 
a "hands ofT" policy in record selec- 
tions. 

WOR, New York, plays no r-'n'-r, 
relying on its "hi-fi" Studio X to at- 
tract a "carpet slipper" audience of 
adults. From various stations around 
the country come reports from d.j.'s 
that r-'n'-r may be on the way out. 
But it's not out yet. and until it is, 
Elvis will remain one way to the teen- 
ager's heart and pocketbook. 

As a force of the moment, he can- 
not be passed of! lightly as he was by 
the agency man who. on being asked. 
"But can Elvis sell soap?" replied: 
"That's what he ought to do^quit 
singing and go sell soap!" * * * 




^^ImommAki^ with that 



LOUISVILLE'S 



WAVE-TV 

CHANNEL 3 
FIRST IN KENTUCKY 

Affiliated with NBC 



| NIK I SPOT S VIJ1N 

Lxdutiv? Nalinnjl Krprrtf ntattvtt 




KENTUCKY FLAIR! 

Never mind the girls — the important view is 
this "bottom" of Kentucky Lake — the world's 
largest man-made lake, and Kentucky's newest, 
most glamorous playground! 

In a State that's known for showmanship. Ken- 
tuckians look to WAVE-TV for the best in 
television showmanship. Here's the proof: 
PROGRAMMING: Two 1956 Surveys* show that 
WAVE-TV gets audience preference! 

COVERAGE: WAVE-TV has f>6 r c greater coverage 
than the second Louisville station be- 
cause of its low Channel 3, full power 
and greater tower height (9 1 4' above 
sea level) ! 2,437,000 people are served 
by WAVE-TV in 70 mid-Kentucky 
and Southern Indiana counties! 

EXPERIENCE: WAVE-TV was first on the air in 
Kentucky, in I9f8. Jts experienced 
crews have the know-how to help jour 
programs and your commercials sell ! 

Let NBC Spot Sales give you all the facts! 

■^Metropolitan ARB, March, 1956 
*AIW Louis i ill e, l eb., 1956 



10.'! 
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The Atlanta market . . . 1,000,000 people by 1961 

Stake out your claim now 



You have heard it said that the South is America's last 
economic frontier. A region where great new consumer 
franchises can be built. 

This is true. But as ever happens, late-comers seek- 
ing the promised land more often find that the frontier 
has vanished. Others are solidly entrenched at lesser 
cost and greater profit. 

Already this picture takes shape in Atlanta. Popula- 
tion of the Metropolitan Area is now reliably put at 
869,014. In less than five years it will surpass a million 



In 1961 what will be your competitive position in 
Atlanta? What is it now? 

WSB Radio and WSB-TV invite you to share the 
rewards of this great and growing market's present and 
future. Put in your ground-floor claim on the South's 
largest radio and television audiences today. 



WSB and WSB-TV are affiliates of The Atlanta Journal and Consti- 
tution. NBC affiliate. Representatives are Edw. Petry A Co. 



wsb-tv 



ATLANTA 




Leadership is 
traditional ... 



J 



"White Columns" is the home of WSB Radio and WSB-TV in Atlanta 
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HELENE CURTIS 

I Continued from ]>age 35 I 

panic: — Jule> Monteuicr Inc.. Chicago. 

which made Stopette deodorants, and 
King's Men Ltd.. Los Angeles, mann- 
faetnrer of 31 different products for 
men. Three Montenicr items. Stopeltc 
spra\ deodorant. Stopette for Men and 
Stopette stick deodorant, and 31 King's 
Men toiletries now complement the 
line. \t press time. Curtis was com- 
pleting negotiations to buy Lentheric 
perfumes and toiletries. 

Its line leader is Suave hair dress- 
ing, the firm's first consumer product. 
It went on the market in 1947, when 
the company established its Toiletries 
Division. Since then. Curtis has in- 
troduced its cream shampoo. Lanolin 
shampoo. Shampoo Plus Lgg, Lanolin 
Discovery (a spray hairdressingL 
Spra\ Net (hair fixative), a cream 
rinse and Lanolin lotion shampoo. 
This year, new product entries ex- 
panded the line even further: l'urse 
Spray, a bottle for the Sprav Met hair 
fixative which is small enough to be 
carried in a woman's purse, and Ln- 
deu, a dandruff treatment shampoo be- 
lieved to be the first of its kind sold. 




These 10 major product divisions 
share the available commercial time 
on the two network shows. Curtis, 
instead of selling them as a line, pro- 
motes one product at a time. 

"'Each product is sold on its own. 
and stands on its own record. To a 
certain degree, some of our products 
even compete with each other." 

This intra-mural competition re- 
quires some pretty fancy juggling in 
balancing products with time slots. 
The It) products are. rotated among 
the commercial periods weekly, with 
the advertising weight given to differ- 
ent products at different times and in 
different seasons. 

2. Multiple advertising agencies. 
There's juggling internally as well as 
externally, among the company's three 
advertising agencies. AH the agencies 
arc in Chicago, and within a 40-min- 
ute cab ride from the Curtis head- 
quarters plant on the city's West side. 

The company coordinating team 
which directs all advertising is headed 
bv George M. Factor, a vice president 
and director of Helene Curtis Indus- 
tries who is general manager of the 
Toiletries and the International Divi- 
sions, both of which he originated and 



developed. He is assisted by Lipson, 
advertising manager since 1950. Pro- 
motion of all advertising is handled 
by Alfred Kovnat. sales promotion 
manager of the Toiletries Division. 

Working directly with President 
Willard Gidwitz. Factor and Lipson co- 
ordinate plant activities and objectives 
with the advertising agencies. 

Larle Ludgin agency services Spray 
Met. Spray Met for Children and Stop- 
ette. Gordon Best handles five of the 
Curtis products .Suave hair dressing. 
Suave for Men. Shampoo Plus Egg, 
Lanolin shampoo and the cream rinse. 
The third agency. Weiss & Geller, di- 
rects advertising for Lanolin Discov- 
ery hair conditioner, the King's Men 
line and the new* Enden dandruff 
treatment shampoo. 

3. Consumer education. There's 
never a slack-off in consumer educa- 
tion, says Kovnat. sales promotion 
manager. A promotion-merchandising 
program hammers home to consumers 
and dealers the copy points stressed in 
all advertising. 

Network tv has helped push Helene 
Curtis to one of the four top positions 
in the toiletries field, among such big- 
timers as Toni. Procter & Gamble and 





TV in Fresno -- 
the big inland California market -- means 



KMJTV 
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Lever Bros. Educational information 
about the Curtis products, through the 
demonstrations, is helping to sell the 
Curtis concept and then the products. 

Those concepts get a hit confusing 
at times. How manv women really 
know what a hair conditioner does? 
Or what a hair fixative is? And even 
if they know what it is. how do they 
become convinced they need it? They 
won t dispute their need for a sham- 
poo. But what convinces them they 
should have a product which take^ 
care of split hair ends? For that mat- 
ter, how many women know a split end 
when they see one? 

Only 40*^ of all women use a hair 
dressing, yet it's a strong probability 
that a; few as 10 r V might be using one 
if Curtis hadn't long ago used inform- 
ative copy in iU television advertising. 

But information is no better than 
mis-infonuation if it isn't communi- 
cated. That"? why Helene Curtis sets 
a high requirement of demonstration 
via tv — and of imaginative demonstra- 
tion. Showmanship and imagination 
and drama capture the viewer's atten- 
tion, and the information she gets cap- 
ture- her motivation to buy. 

Here are some examples : 

The client wanted to convey an im- 
pression of high fashion, romance and 
glamor with its Spray Net commer- 
cial, and to get maximum attention 
value from its films. Earle Ludgin 
agenc} "s creative department wrote a 
"Holidav in Europe" series of com- 
mercials which were "enthusiastically 
approved at Curtis. Then the agency 
sent technician?, shooting crews and 
models to Europe for location -hots in 
London. Pari- and Rome. Expensive, 
but '"the trade was impressed, women 
enjoved the commercials and — most 
of all — we feel they sold Spray Net." 
says Lipson. 

Steve Allen, handling a Suave com- 
mercial live, pointed up the water- 
soluble, non-greasy character of the 
product. Comparing it with competi- 
tive brand? on the market, he put a 
few drops of Sua\e into a glas- of 
water. The Suave dissolved, but the 
water remained clear. Then he put a 
few drop? of the competitive product 
into a second glass, and demonstrated 
that the other product didn't dissolve 
because it was greasy. 

Another time. Allen showed how 
Sprav >>et "is the one fi\ati\e which 
doesn't make a woman - hair -ticky or 
gummv." He spraved Spray Net and 
four other fixatives on a sheet of plate 
slas-. let them dry and then sprinkled 



powder on each of the sprayed sec- 
tions. Tipping the sheet on end. he 
showed that the powder slid off the 
Spray Net section — but a blob of pov- 
der remained for each of the other 
four. 

Lipson. characterizing Curtis com- 
mercials, says "We re always selling. 
We try to bring out specifics, and to 
hit on our product superiority and the 
product benefit for the viewer. Even 
though hair fixatives have been very 
heavy sellers for the past two years, 
they are relatively new and need to be 
explained. This is true for women's 
hair dressings, yet they've been mar- 
keted for almost a decade!" 

4. Client requirements. The biggest 
hurdle Helene Curtis executives have 
to surmount is of their own making: 
they have a set of rugged requirements 
for television, and for their usage of it. 
Once they have the selling vehicle, they 
set out to guarantee to themselves that 
it will sell. 

These are some of these built-in 
guarantees, as described by Lipson. 
» Simplicity. "'Viewrs are ea-ily con- 
fused because of the hundreds of 
claims made daily by advertising, and 
because of the complexity of some 
concepts. We keep our announcements 
simple but interesting, telling the story 
as quicklv and as emphatically as we 
can." 

e Entertainment. "We want content 
vhich is interesting, and we want to 
attract attention: but we don t want 
to entertain viewers to the extent that 
Uiev love our commercial but can t re- 
member what we are trying to tell 
i and sell i them. That's how to get 
high product identification. 
• Film. "".Mo*t of our commercials 
are filmed. Film enables us to get ef- 
fects which would be too risky to at- 
tempt live. Film lets us have more 
leeway in supers and visual devices, 
and in the Use of unusual sets. We like 
the realitv and the sincerity of live 
commercials, however, and we use our 
tv personalities whenever possible. 
As of presstinie. it was planned for 
Bolger. in the new U ashington Square 
series, to handle manv of the cominer- 
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in sales results is yours in the Prosperous Piedmont section 
of North Carolina and Virginia with WFMY-TV. Blaze away 
to glory . . . and increased profits too ... by calling your H-R-P 

man today for full information on this top TV market of the 
nation, completely covered only by WFMY-TV. 
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WFMY-TV . . . Pied Piper of the Piedmont 
"First with LIVE TV in the Carolines" 



50 Prosperous Counties • 2 Million Population 
$2.5 Billion Market • $1.9 Billion Retail Sales 
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eials. Helene Curtis likes integrated 
commercials, with a smooth transition 
from commercial to entertainment. 
• Variety. There are new commercial 
production deadlines even day. he- 
cau>e the client insists on fresh ap- 
proaches. Film commercials mav he 
used infrequently, and the live an- 
nouncements, of course, are largely 
one-time idiots although the most 
effective ones are repeated. 

How many different film commer- 
cials has Curtis produced in the past 
four years? Lipson guesses 50. 

"We like to keep up with what's 
happening, and in the beauty business 
things change every hour. We re con- 
tinually changing product use themes 
and demonstration techniques. Another 
big reason for frequent switching: the 
seasonal elements in the sale of many 
of our products.' 

In 1946. a scant decade ago, Helene 
Curtis Industries was spending $20,000 
annually for its combined advertising 
efforts. At that time, it was 19 \ears 



old and had long been established as 
a manufacturer supplying beauty and 
hair aids exclusively to beauty shops. 

Today, the Beaut) Division i> just 
one leg in a three-way operation which 
includes International and Toiletries. 
Toiletries, which makes all of the con- 
sumer products, was started in 1947. 
That's when the first major consumer 
advertising was scheduled. 

The period since 1951 marks the 
era of Curtis' greatest growth, and 
network tv made its debut in 1952. 
In the past five years, the Helene 
Curtis growth pattern looks like this: 
Sales Ad Budget 
(in millions) 

1951 . $10,633 $ 1,382 

1952 14.988 2,686 

1953 18.801 3.612 

1954 25.131 6,247 

1955 29,700 7.874 

1956 (estimated) 34,000 9,000 
President Willard Gidwilz two \ears 

ago was (juoted as saying: 

"Drug and toiletry companies, as a 



group, spend an average of about 
21% of their advertising appropria- 
tions in television. We would gladly 
spend one-third of our budget, if we 
could get the right time.'' He also 
added. "To achieve visual impact, to 
promote remembrance of our prod- 
ucts, and to point out differences be- 
tween them, television is more power- 
ful than print." 

Because of that power, network tele- 
\ision, alone, today gets more than 
half of the Helene Curtis budget— only 
two years later. 

'"All advertising, to be meaningful, 
has to be backed up by careful mer- 
chandising. " And. Lipson adds, we've 
found that advertising increases our 
sales, and we intend to keep increasing 
both advertising and sales. 

"Television's share of our total bud- 
get has been increasing every %ear. We 
hope some day to be able to spend 
$100 million a year on advertising, be- 
cause it will mean our sales will be 
main times that! ' * * * 



if 
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use this one-two punch 
to ring up extra sales 



WAFB-TV has overwhelming viewer preference in 
Louisiana's State Capital. According to latest Tele- 
pulse, WAFB-TV has a leadership of nearly five to one, 
is first in 347 quarter hours to 78 for station B. 

Within last few months, WAFB-TV has won, (a) first 
place in nation-wide "Lucy Show" contest with a 
double award for a special merchandising job, (b) 
first place in national Screen Gems, Inc. contest on 
program promotion, (c) one of first four places in 
"Frank Leahy and His Football Forecasts" promotion, 
(d) WAFB-TV's only entry was second place winner 
in 1956 Billboard Promotion contest for "network 
programs." 



WAFB-TV 

200,000 watts CBS-ABC 
affiliated with WAFB-AM 

Call . . . Write . . . or . . . Wire 

National Representative — Young Television Corp. 
South & Southwest — Clarke Brown Co. 

First in TV in Baton Rouge 
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Ponder this! 
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Radio Memphis 
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as: 



466.67% more audience* than Station A 

57.73% more audience* than Station B 

202.97% more audience* than Station C 

955.17% more audience* than Station D 

466.67% more audience* than Station E 

646.34% more audience* than Station F 

232.61% more audience* than Station G 

98.70% more audience* than Station H 
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*Source: Aug.-Sept., 1956, Hooper Radio Index. 
Total rated time periods. 



Just released: 

August, 1956, 68-county 
Pulse Survey shows 

WMPS FIRST! 



Keep your other eye on these 
Plough, Inc. Stations: 



Radio Baltimore 

WCAO 



Radio Boston 

WCOP 



Radio Chicago 

WJJD 



REPRESENTED NATIONALLY BY RADIO-TV REPRESENTATIVES, INC. 
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FEATURE FILMS 

[Continued from page 29) 

• W eak sv ndicatecl product may suf- 
fer from feature film competition. How- 
ever, good half-liour syndicated shows 
will continue to offer t lie advantage of 
continuous merchandising vehicles, as 
well as heing easier to schedule in 
choice time. The sponsor of a sxndi- 
calcd film show can often clear in 
prime evening viewing time because 
of the show's track record. It's far 
more difficult for the station to clear 
90 minutes. 



Here, in question and answer form, 
are other feature film developments 
that emerge from SPONSORS survey: 

1. Can elients buy feature film 
sponsorship or participations in bull; 
and with guaranteed clearances? 

All the distributors of major Holly- 
wood features help national spot clients 
in setting up multimarket deals, hut 
the method* of selling the features vary 
from distributor to distributor. 

The XT A tv network has 108 affili- 
ates to date. This means essentially 
that KK! >tations (network affiliates as 
well as indies) are now programing a 



An $899,481,000 
Buying Power Market! 





MORE AUDIENCE 

than any other TV station in the 
rich heart of Louisiana 

FROM 5:00 P. M. to SIGN OFF 

(Monday thru Friday) 

WBRZ rated highest in 125 quarter hours out 
of 149. 

FROM 12 NOON to 3:30 P. M. 

(Monday thru Friday) 
WBRZ rating Tops Aft Others Combined! 

- from a study by American Research Bureau, 
Inc., encompassing 31 counties and parishes 
in Louisiana and Mississippi. 

WBRZ 2 



BATON ROUGE, LOUISIANA 

Power: 100,000 wans Tower: 1001 ft. 

NBC-ABC 

Represented by Hollingbery 



minimum of one feature out of ATA's 
52 20th Century or 40 Selznick films 
weekly. 

'"Our affiliates are signed up to clear 
time for the programing that ATA 
supplies and then ATA. like any net- 
work, sells the time.'' gays Oliver A. 
Lnger. ATA executive v. p. "But it's 
not a 'muit-buy* network. A client can 
buy as main or as few of our stations 
as he choses." 

This "'network" does not implv that 
the feature will be plaxed at the same 
time in each market. However, it does 
give the client a chance to make a bulk 
buy at a discounted rate through one 
source. 

The MCM-TV network currently 
comprises 17 exclusive MGM affiliates, 
who've bought the 725 feature MGM 
library. Through a stock-trade deal in 
Denver and Los Angeles, MGM-TV is 
already part-owner of two stations, 
hopes to work out full or part owner- 
ship of fiv e v hf's and two uhf stations. 

Says Charles "Bud" Barry, v. p. in 
charge of MGM-TV and former NBC 
TV programing v.p. : "We hav e two 
approaches to selling national adver- 
tisers — full sponsorship of features like 
Colgate's contract in Los Angeles, or 
part-sponsorship in many markets. 
When we place a client in many mar- 
kets with our properties, we'll consider 
it a network sale and we'll have to work 
out a rate structure. But we'll ev entual- 
ly be able to clear nationally far better 
than the client or agency could on their 
own.'' 

The following distributors of major 
Hollywood features do not set up sta- 
tions who buy their libraries as net- 
works. However, they often help clients 
clear time in desirable markets: 

ABC Film Syndication has 16 British 
features. 15 from the original J. Arthur 
Rank package. These features are now 
being shown in about 70 markets. 

"People worried about the reactions 
of the American mass market to British 
features,'" says ABC's Don Carney. 
"But ratings have proved that British 
features pull tremendous audiences. 
On WCBS-TV's Late Show, one of our 
features got the second-highest rating 
the station ever got in that slot an 
8.0 Pulse, with 40', r share-of-audi- 
(Mice. 

Ratings from other markets hear out 
the popularity of British features. On 
5 Max, one of the Kank features on 
WRC-TV. Washington, pulled a 21.9 
ARM between 10:30 p.m. and 12:15 
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The Midwest Market Station 
of St. Joseph, Missouri 

KFEO 



Kenyon Brown, President; Glenn Griswold, General Manager 



Announces the Appointment of 



SIMMONS ASSOCIATES, Inc. 



NEW YORK 
270 PARK AVENUE 
MURRAY HILL 8-2821 
DAVID N. SIMMONS 



CHICAGO 

333 NORTH MICHIGAN AVE. 
DEARBORN 2-2375 
GALE BLOCKI, JR. 



As National Sales Representatives 
October 1, 1956 
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a.m.. with 58.7' < share-of-audience. 

Associated Artists Productions has 
sold its 754 Warner Bros*, features to 
sonic 00 or more stations. \\Y sales- 
men call on stations, national, regional 
and local advertisers, agencies. 

"Our salesmen give station reps tip^ 
on what agcnc\ buyers to call on. sup- 
ply stations and rep with potential 
clients as a result of their own calls. '' 
says Kenneth Hy man. A. VP executive 
v.p. Since lliese salesmen visit both, 
stations, agencies and clients in each 
market they can relate availabilities 
to clients, and explain client needs to 
stations. 

C&C Television contacts stations 



only for its 742 KKO features. To date 
close to 60 stations have the C&C pack- 
age on the baiter deal worked out by 
Matty Fox. president of C&C: The 
stations gel the KKO features without 
pa\ing money for them, but they gi\e 
C&C 10 time slots weekly for announce- 
ments (not necessarily in the feature 
time I. for a five-year period. The sta- 
tions, in turn. ha\e the right to sell 
announcements in the features for 10 
years. 1 he announcements turned over 
to C&C ha\e been pre-sold by C&C to 
International Latex. In other word-, 
local, regional or national advertisers 
can certainly bu) into the KKO fea- 
tures, but through the stations, not 



MAXIMUM POWER 

WIBW-TV is now operating on the top 
limits of power allowed by the FCC — a 
smashing 316,000 watts. 

MAXIMUM HEIGHT 

Already WIBW-TV's antenna is at its 
limit of height — 1010 feet above the 
rolling Kansas prairie. 

MAXIMUM COVERAGE 




WIBW-TV absolutely dominates 20 Kansas counties. We lay down 
a clear picture far beyond Kansas Citv and St. loseDh, Mo., into a 
total of 567,032 TV homes. Check the new A.R.B. for the Topek- 
AREA. See the across-the-board preference for WIBW-TV. 



TOPEKA, KANSAS 

Ben Ludy, Gen. Mgr. 

W/BW & WIBW-TV in Topcka 

KCKN in Kansas City 

Rep. Capper Publications, Inc. 
CBS ABC 




through C&C. whose slots are presold. 

Hollywood Television Service, head- 
ed by Earl Collins, distributes about 
700 pre- 1948 Republic pictures in de- 
nominations of either 13 or the entire 
package. "W e're the oldest major in 
tv, points out Eastern sales manager 
Richard Yates. 

llygo-L nit) , headed by Jerry Hyams, 
distributed a total of 422 features. 
These include Charlie Chans. W esterns, 
Zane Grey features, as well as 22 Co- 
lumbia and I nnersal features released 
between 1911 and 1955. The 22 "top- 
pers' are sold in indh idual package, 
ha\e been bought in 78 markets, in- 
cluding WKCA-TV. New York. 

RKO-Tl has retained limited rights 
to 150 top RK.0 features, which will 
eventually join the C&C package. At 
present the top 52 of these features are 
being sold in a package called RKO's 
Finest Fifty -two, but for one run only 
and to national advertisers for use on 
network or on a national spot basis 
with exposure in 60 to 100 markets 
at least. 

"So far the networks have been 
unanimously reluctant to clear 90 min- 
utes of prime time." says RKO-TV 
sales manager. Hill Finkeldey. "But 
Colgate's in features and P&G and the 
food giants are investigating features 
even now. W hen they start having the 
inevitable success on a local level, 
they 11 begin to pressure the networks 
for clearances in prime time." 

Screen Cents sells its 104 Columbia 
features in the same way it sells its sy n- 
dicated films, by approaching clients 
and agencies as well as stations. The 
salesmen here again help clients who 
buy features direct to clear them on 
stations. It's only since Screen Gems 
acquired the Columbia backlog, that 
Screen Gems salesmen made concerted 
efforts to sell clients as well. 

"The pattern in feature buying is 
different from the pattern with syndi- 
cated film."' says Ralph Colin, presi- 
dent of Screen Gems. "Our syndicated 
films sell about GO' ", to stations. 40% 
to advertisers, with clients tending to 
buy first runs, stations the reruns. 
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HOW TO MIX BUSINESS AND POLITICS 



An election isn't much of a show if you want 
frequency, but everyone knows that there are 
more radios in this country than Congressmen. 
So, counting candidates' wives and all, right 
smart interest gets stined up for the solo go 
irregardless. 

Couple years ago Sears, Roebuck & Co., a friend 
of ours, bought hall of a primary election broad 
cast on WMT and decided to advertise dehn- 
inidifiers. In case you live in a dry climate, a 
dehumidifier is an electrical appliance that 
sucks moisture out of basements. (Sounds like 
nasty work. — Ed.) 

(It is, but somebody's got to do it.) 

Sears got rid of a big clutch of these items from 
that one 1/9 primary. 

With this large do coming up in November it 
occurs to us that, if you or Sears or anyone 
you know is stuck with dchumidifiers, you could 
do worse than destock with some delovely radio 
commercials. 




WMT 

CBS for Eastern Iowa Mail address: Cedar Rapids 
Xational representatives: The Kat/ Agency. 
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Where our features are concerned, sta- 
tions are doing the heavy buying. But 
sometimes we go to stations and sell 
them on the basis of advertiser com- 
mitments." 

I niled Artists-Tl ramc into the pic- 
ture a few weeks ago with 39 post- 
194!! releases. The company is plan- 
ning to release more and more of its 
recent pictures to television, but in 39- 
feature packages, rather than in bulk. 
L \-T\ salesmen also eall on clients 
and agencies as well as stations, and 
help clients clear time for their buy. 

2. What kind of ratings can clients 
expect from these features? 

I here's considerable proof that new 
features get solid ratings against for- 
midable live and film competition. For 
example. WOR-TY's eunmlathe Tele- 
pulse rating for 16 showings of Top 
Hat in New York in Mid-September 
was 69.4. "There isn't any single show* 
that gets a rating like that," says Bob 
Hoffman. WOR-TY's research director, 
"^ct. the advertiser can get this circu- 
lation at a lower cost than he could 
buy any program with a comparable 
rating." These WOK-TV showings in- 
clude prime Class A time as well as 
later evening and afternoon telecasts. 

Sponsors are likely to find that in- 
dividual ratings of features in late 
night fringe time will produce far 
higher ratings than previous program- 
ing did. WCAU-TY, Philadelphia, used 
to run old movies every night from 
1 1 :25 p.m. onward. In September, the 
station put on Million Dollar Movie 
consisting of its newly acquired Colum- 
bia library. Ratings went up as high 
as 18.2. which the station had never 
previously had in that time period. 

3. flow uill the new features affect 
station rales? 

As ratings rise and clients flock into 
the feature film strips, many stations 
will probably tend to raise their rates. 
A rate increase is partly dictated bv 
the economies of feature film buying. 
As A VP's Ken 1 lj man points out. 
"The station had to pay a lot of money 
for the new packages. Back in 1949, a 
station could buy a feature for $4,000 
to sl. 250. Today the cost of a feature 
might be upwards of $30,000. Hut as 
these features bring in top ratings. 
thc)*ll also increase the value of the 
lime period and of the station's entire 
programing lineup the shows preced- 
ing and following a strong feature. 
l!atrs ma\ go up. but advertisers will 
still be bin ing cheaper circulation than 



they did with somewhat lower-priced 
but much lower-rated fare." 

Some reps, however, fear that sta- 
tions mav, be overpricing their partici- 
pations on these "quality" boxoffiee 
shows for the national market, in their 
effort to recoup their initial investment 
quickly. One re]) cited this ease: 

"One of our stations is asking $350 
for a minute when the card rate in the 
same period for an ordinary announce- 
ment is $120. The question that one 
timebuyer raised about this is. 'Can't 
the client get a better cumulative rating 
from three announcements costing the 
same as one feature participation?'" 

Package prices for full features have 
also sk\ rocketed in the few weeks prior 
to sponsor's issue date. At sponsor's 
pre«.«lime, WCBS-TY, \ew York, was 
asking $42,500 for sponsorship of a 
single feature on Saturday night from 
1 1 :15 p.m. onward. 

However, man) of the stations that 
have bought Hollywood libraries have 
not yet changed their rates and don't 
anticipate doing so immediately. 

4. How many people have actually 
seen most of the big-name, big-budget 
Hollywood movies? 

"We ve conducted surveys that show 
that top features were seen by only 
some 20'< of the potential audience 
when they played in theaters," says 
\TA president Ely Landau. "By now 
a whole group of new viewers ha« 
grown uj), and these features are onee 
again almost virgin. Tv's limited bud- 
get productions won't be able to com- 
pete with them." 

5. Will Hollywood eventually pro- 
duce features specially for tv? 

Most of the major Hollywood studios 
will probably make original contribu- 
tions to tv. 

"The MGM Parade, for example, 
was just reuse of product."' says MCM- 
TY's Bud Barry. "But MOM alone 
has such a wealth of original material 
available to it that the studio will in- 
evitably produce t\ features from this 
backlog."' 

Other major studios are also investi- 
gating the possibility of producing 
feature films directly for tv. The big 
problem todav is economic. 

"The 'Hollywood" technique is still 
too time-consuming and expensive for 
tv to pav for it," said the production 
head of another major Hollywood 
studio. "We'll have to be able to pro- 
duce such tv features at a cost under 
$100,000. where features for theater 



exhibition eost $800,000 or more." 

6. Will there be a long-range trend 
of showing features on network tv first 
and then in theaters? 

Not likely, say Hollywood studio 
spokesmen. Of eourse, it's not been 
tried often enough to date for studios 
to have an accurate measure of the 
effect. Furthermore, pictures like 
Constant Husband and Richard Iff 
are not the Upe from which the studio 
expects a huge gross. 

"It doesn't seem logical for a major, 
multi-million production,'" says Ralph 
Colin, president of Screen Corns. "Tv 
can't pay the studio back for its invest- 
ment, and it's highly probable that 
original network exposure cuts into the 
theater gross." 

The degree to which such network 
exposure diminishes theater gross is 
not measurable for the moment. How- 
ever, the highest price network tv has 
paid for original showing of a feature 
to date is $500,000. When this figure 
is pitted against the at-least $2 million 
cost of a major Hollywood film, it be- 
comes apparent that the major studio 
can't afford original tv presentation. 

7. Are features doomed to remain 
Class B and C time viewing? 

Not necessarily, say film distributors. 
CBS TV. for example, bought The 
W r izard of Oz for 6 November. 

"Occasional airing of such a classic 
is logical for a netw ork," sa\ s CBS TV 
programing v.p., Harry Ommerle. "But 
the function of a network is to create 
new entertainment, not just to put on 
old features. ' 

It's possible, that national advertisers 
might pressure CBS and NBC to clear 
time for their feature packages, after 
they see top local ratings. ABC, of 
course, carries features in its Famous 
Film Festival. 

o. Will features kill local live pro- 
graming? 

They may reduce it, but certain live 
local sen ice shows arc sure to remain 
part of stations' scheduling. Until now, 
the new feature films have mainly re- 
placed the old features in established 
time slots. But stations have been 
stepping up feature film schedules. A 
WOR-TV survey shows that New 
York's seven tv stations carried 195V] 
hours of feature film programs during 
1-7 April 1956, that is. 27 r ; of all 
program hours on tv were feature film. 
Some of this feature film programing 
unquestionably cuts into those hours 
devoted to live shows. * * * 
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WKjC-RADIO & TELEVISION 
FARM DIRECTOR 
* * * * 

FARMS AND FARMING 
ARE IMPORTANT IN THE RICH 
WKJG-RADIO AND TELEVISION 
AREA! 

Wayne has the cooperation of 
COUNTY AGENTS 
HOME DEMONSTRATION AGENTS 
SOIL CONSERVATION 
SERVICE TECHNICIANS 
VOCATION AGRICULTURAL 
TEACHERS 
to keep ALL the rural folks 
up-to-date in many important 
phases of their work and recreation. 



The FARM MARKETS portion 
of "FARMS & FARMING" 
is now sponsored daily on 

WSJ® -TV 

by MURPHY FEEDS! 

For Second Consecutive Year 



Check this valuable market 
when mapping out your campaign! 

Call the PAUL H. RAYMER CO. now 
for availabilities on Wayne's 
"FARMS AND FARMING" shows 
seen and heard daily on 




RADIO AND TELEVISION 
FORT WAYNE, INDIANA 



FARM STATUS REPORT 

[Continued jrorn page 47) 

From a number of quarters came 
the opinion that one of the problems 
in selling national accounts is that 
there actually isn't enough farm pro- 
graining around. Forrest Blair of the 
Chicago office of Edward Petry tells 
of the problem International Harvester 
is having in expanding its radio sched- 
ule. The firm is presently buying a 
lineup of 125 stations, and 52-week 
renewals are expected. 

"This is the first time in the seven 
years 1 have been in Chicago." Blair 
said, "that Harvester has made any- 
thing more than sporadic passes at the 
farmer through radio. Much of their 
enthusiasm for radio stems from the 
co-operation extended by aggressive 
radio stations in the field of merchan- 
dising, dealer contacts and of tremen- 
dous importance, the cooperation of 
HI dealers in matching the factory 
schedule. 

"But,"' said Blair, "their big prob- 
lem in (radio) expansion is the inabili- 
ty to buy additional farm directors or 
programs directed specifically to the 
farmer. There is no question in my 



mind that we could increase radio's 
share of the farm advertiser's dollar if 
it were possible to provide selective 
programs in sufficient quantities to at- 
tract more advertisers. However, com- 
panies competing with Hary ester and 
others who are on the air realize as 
well as we do that there is a very limi- 
ted amount of such selective time avail- 
able and they stay in farm magazines 
and state farm papers which are the 
epitome of selectivity." 

Listening habits: Traditionally, farm 
radio programing is scheduled mostly 
in the early morning and noontime, 
with early evening next in importance. 
Frank Woodruff of Peters, Griffin and 
Woodward points out that these are 
not only the times usually set for farm 
programing but are times when farm- 
ers listen to the radio, y\hethcr they 
listen to farm programing or not. The) 
are. in other words, the times when 
farmers are most available for listening. 

One change, however, was cited 
by WRFD. \\ orthington. O. Clyde 
Keathley. farm sen ice director noted. 
"Because farmers are utilizing modern 
machinery and other conveniences to 
save labor and time, their y\ork day is. 
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in man) cases, being shortened. Thi* 
means that the average fanner's work 
day begins somewhat later than in 
\eais past. Realizing this trend, W RF1) 
has scheduled it farm programing later 
in the morning. The station's farm 
programing now begins at 6:45 a.m. 
and lasts until 7:30 a.m. Pre\ ioiisK . 
WRFD's farm service programs were 
broadcast beginning at 6:00 a.m. Noon- 
hour farm programing remains large!) 
unchanged." 

Some indication that a later start in 
the farm workday may be true on a 
national scale is provided b) some re- 
cent Nielsen figures covering radio 
lels-in-use b) county size. The figures 
are for March- April 1956 and showed 
the following: 

• At 6:00 a.m. sets-in-use for "A" 
counties came to 5.3% ; for "B"' coun- 
ties. 6.1; for "C and D" counties 
(those with population under 100,000). 
3.5. 

• At 8:00 a.m. the figures, respec- 
tively, were 13.9. 15.9 and 18.4 

A cursor\ r interpretation would in- 
dicate that, since people in small coun- 
ties do less listening at 6:00 a.m. ami 
more at 8:00, the) must get up later. 
This is only a rough guess since the 
time refers to New York time so that 
if, for example, there were man) more 
"C and D" counties in the Western 
part of the country than the Eastern 
part, the higher sets-in-use at 8:00 
would merely reflect that fact. At the 
same time, however, it could also 
reflect their later rising. 

A similar set of Nielsen figures cox- 
bring tv viewing at night h\ counties 
(also by New York time) shows higher 
"C and I)" viewing at 7:00 p.m.. slight- 
ly less viewing than "A" and '"R" coun- 
ties at 10:00 p.m. and considerabh 
less at 11:00 p.m. thus indicating 
small town and farm viewers go to bed 
earlier. 

A 1955 study of the North Texas ra- 
dio audience by Dr. Forest L. Whan of 
Kansas State College (who has also 
done a number of studies in the Mid- 
west and New England) bears out the 
parly-to-retire indications of the Niel- 
sen figures but not the late-to-rise 
indications. 

The Whan stud) showed, among 
other things, the percent of people at 
home and awake in urban, village and 
farm areas by 15-minute segments. 
During the morning on weekdays, the 
study showed, the figure was higher on 
the farm until 7:15. when the urban 



figure became higher and remained 
higher, with one or two exceptions, un- 
til Xoon. At night, the figures clearK 
indicated, the rural dweller went to bed 
earlier than the urban dweller. 

While none of the abo\e facts and 
figures are conclusive for the eountn 
as a whole, the question of the farm- 
er's changing habits of arising and re- 
tiring are worth a closer look bv both 
the bu\ers and sellers of broadcast 
time. 

Another factor in farm listening is 
that taking place out of the home. 
While man) stories of radio listening 
while driving a tractor are undoubted- 
K wishful thinking, there is a substan- 
tial amount of out-of-home listening on 
the farm. 

I he North Texas stud\ referred to 
above showed that 31.2% of farm 
homes had two or more in-home radios 
compared with 51.3% for urban 
homes. Auto radio saturation came to 
55.4% for farm families. 69.1 "c for 
cit) families. However, 9.3% of farm 
homes had radios in trucks compared 
with 2.6% of cit\ families. For hams. 
2% of the farm families had radios 
there, while less than 1% of farm fami- 
lies had radios on tractors I the actual 



figure w a> 0.0' < I . 

On the average day, the -tud\ 
showed, the percent of familie- with 
one or more members using radio out- 
side? the home came to: I rban. 60.6% , 
village. 52.8' ? . farm. 51 .5' '< . The study 
also showed that the most important 
listening time for barn radio audiences 
was before 8:00 a.m.. the second most 
important time was between 5:00 and 
7:00 j). in. and the third most impor 
tant period was between 1 -.00 and 
5:00 p.m. 

Another indication of barn radios 
conies from WOWO, Fort Wayne. Ja\ 
Gould, farm sen ice director for the 
station asked listeners to write in and 
tell him how man) had radios in their 
barns, \fter tabulating the returns, it 
was found that 17.8% of those answer- 
ing reported thev had. While the re- 
turns did not represent a statistical 
sample, the figures clearK indicate a 
higher barn radio penetration than in 
North Texas. 

Another mail survey was conducted 
recentl) b\ \\ RTF. A 26% return, con- 
sidered b\ the station an acceptable 
sample, showed 111 82% of North 
Carolina fanners have two or more 
radios. 48% have three or more: 12) 
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I l r i of the farmer? have barn radios. 
I 3 I l'< ha\e tractor radios, ll 63 r ( ' 
have radios in their auto or truck. 

Information on multi-set homes in 
the K\ 00. Tulsa, area came out of a 
contest revolving about Nutrcua feeds. 
The questionnaire contained, among 
other questions, fact* about radio own- 
ership and listening. \ total of 3.151 
questionnaires were filled in and 
mailed to the station. Thev showed 
that the 3.151 homes had 5.302 radios, 
or one and a half radios per home, that 
these homes had a total of 2.721 car 
radios and 309 truck radios. The qucs 



tionnairc also showed that 99% of the 
entrants favored 6:00 to 7:00 pm. for 
listening, 53'T favored Noon to 2:00 
p.m.. 41 ' ( from 5:00 to 7:00 p.m. 

Of course, the important factor in 
the radio listening picture is how 
much actual listening is done by farm- 
ers. Nielsen figures indicate it com- 
pares well with metropolitan listening. 
\ 1956 Nielsen tabulation showed that 
average listening hours per week in 
village and rural areas came to 17:05. 
while the figure for metropolitan audi- 
ences was 16:44. 



in this rich market of 
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WISCONSIN 
FARM HOUR 

Bill Groves, Farm Director, W1SC- 
TV is Host of the Wisconsin Farm 
Hour, 12-1 P.M. noon Monday thru 
Friday. Bill Groves, a 4th genera- 
tion farmer himself, has a person- 
able way of selling your product to 
farmers and is well known as a 
columnist with Wisconsin Agricul- 
turist. 

Represented Nationally by 
Peters, Griffin, Woodward, Inc. 
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Farm directors: The radio and tele- 
vision farm director holds a unique 
place in the hroadeast picture. There 
is no joh in hroadeasting quite like it. 
He embodies a fine blend of profes- 
sionalism, salesmanship, smooth talk, 
friendliness and information, lie is the 
essenee of farm programing. 

One big reason why farm directors 
are listened to with respect is that, if 
thc\ are not farmers themselves, thev 
hold official positions in the agriculture 
field or are educated in farming. 

Take George Roesner. who heads the 
farm department for KPRC. Houston. 
Roesner. born and reared on a farm, 
is a graduate of Texas A & M College, 
was a vocational agriculture instruc- 
tor and a poultrj and livestock tech- 
nician before entering broadcasting 13 
years ago. He heads a department of 
two full-time assistants. 

Like many farm departments, the 
KI'RC group is heavily involved in 
field activities. The department was 
involved in 21 activities alone during 
January 1956. man) of whieh were 
covered for radio and television stories. 
Here are some of them: 

• Attended Texas Fertilizer Confer- 
ence at College Station. Texas. 

• Attended Fresno Farm and Ranch 
Club Meeting at Fresno, Texas. 

• Attended meeting of National Cot- 
ton Congress. Dallas. 

• Obtained interview with Secret an 
of \grieulture Benson. 

Another example is Ro\ Cumtow of 
\\ KOW. Madison. Together with an 
assistant, Hill Thiesenhusen, he han- 
dles a heav) schedule of 15 hours a 
week and last fall added a noontime 
farm show on WKOVi'-TV to his 
chores, lie majored in agricultural 
journalism at the I nivcrsih of Wis- 
consin, has been manager of the Dane 
Count\ Junior Fair for four \ ears, di- 
rects the Dane County Fairgrounds, is 
chairman of the advisory committee to 
the Farmers' Home \dministration in 
Wisconsin and is a member of the 
agricultural committee of the Madison 
Chamber of Commerce. Thiesenhusen 
was chosen National Citizenship Boy 
last year and is a member and past 
chairman of the Youth Advisor) Com- 
mission on Human bights in Wisconsin. 

In Boston. Malcolm MacCormack of 
W'BZ operates his own poultn farm in 
Hanoi er, N. II. Louis W ebster, editor 
of 77/ c WEEI Country Journal (a real 
early morning show on at 5:05) is di- 
rector of dhision of Markets of the 
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Massachusetts Dept. of Agriculture and 
held a long list of official and trade 
association posts previously. 

In tv, too, stations depend on experi- 
enced people. Jack Stratton. farm di- 
rector of WKY-TV. Oklahoma City, 
was field representative to the Nation- 
al Cotton Council, assistant county 
agent for Caddo and Mayes Counties 
in Oklahoma, and assisted in the Veter- 
ans Agricultural Training Program, is 
a graduate in agronomy w ith a degree 
from Oklahoma A & M College and is 
aelhe in a number of agricultural as- 
sociations. His assistant, \ ernon Dun 
can. owns and manages a 200-acre 
farm and came to Vi'K^ -T\ after 
teaching vocational agriculture for o 1 o 
y ears. 

Past farm directors at WKY-TV and 
\YK\ have gone on to other jobs in 
the farm field. Edd Lemons is now 
Agricultural Information Specialist for 
Oklahoma A & M; Sandy Saunders is 
manager of the American Dairy Asso- 
ciation in Oklahoma: Harold Dedrick 
is director of agricultural radio and 
tv services at Oklahoma A & M. 

Those traveling farm directors not 
only go around to pick up news and 
facts about farming. Thev also hit the 



road to discuss with clients ways and 
means to help make advertising more 
effective. Last fall. Vinos Kirby of 
\VCAl T . Philadelphia, went to St. Louis 
to talk oyer a campaign renewal with 
Ralston Purina on Rural Digest and 
show the sponsor how their products 
would be merchandized, lie aLo visit- 
ed the DeKalb Agricultural Vssocia- 
tion of DeKalb. III., to talk about the 
client's campaign on the same show. 

In an instance reported to sponsor. 
a farm director worked to help soke 
marketing problems of a farm product. 
The faun director is Nelson Mehiineh 
of KNN. Los Vngeles. The product was 
dates. The date growers had been bay- 
ing a number of competitive problems 
among themselves. There was price 
cutting, dumping of "cold"' fruit on the 
market and other practices that led to 
poor response on the part of consum- 
ers. In 1951. shortly after his appoint- 
ment as KNN farm director. Mclninch 
decided to see if he couldn't do some- 
thing about the situation. He moved 
bis broadcast operations to Indio. 
where he inten ievu'd about 150 grow- 
ers in a series of 12 broadcasts, asking 
them lo air their problems and suggest 
solutions. He continued last year and 



this year. \- a result, the station -aid. 
the date industry registered increased 
profits for the first lime in many years. 

Farm directors do not confine their 
peregi inalons to the -111 states. John 
McDonald, president of tin- National 
Vssociation of Radio and LVlev ision 
Farm Directors, is one of the most 
active radio personalities in the coun- 
try. Resides producing and participat- 
ing in 25 hours of radio farm program- 
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ing each week, he travels an a\ erage 
of 75.000 miles a \ear talking to farm- 
ers and farm groups all over the coun- 
try. He has also gone abroad to studv 
farm developments and methods. In 
1952. he visited eight European coun- 
tries: in 1953 he went to Mexico and 
covered most of it; in 1954 he visited 
Canada and Cuba and last \ear he 
dropped in on troubled Guatemala. 

One attitude toward farm directors 
was summed up by J. H. Leach of 
Gardner Advertising. St. Louis, which 
handles a number of active farm radio- 
tv accounts. He said: "We recognize 
the position of respect and authority 
occupied by the radio or tv farm direc- 
tor in the minds of his audience. We 
feel that for manj advertisers endeav- 
oring to reach the farm consumer, farm 
radio or t\ can be an excellent bin. It 
offers flexibility, continuity and the 
prestige of association with a known 
and trusted personality." 

Leach also had a few w ords of w arn- 
ing about farm directors, however. lie 
warned against those who spend so 
much time w ith speeebmaking they lose 
contact with grass-roots problems and 
neglect the promotional efforts of spon- 
sors. He also complained that, in some 
instances, farm directors do not lun e 
a good, basic knowledge, of. and ex- 
perience in, the farm field. 

Programing; Paralleling the increase 
in the quantity of farm programing 
are efforts to improve quality also. For 
example. KSLM. Salem, Ore., said it 
was expanding its coverage of differ- 
ent kinds of crops and was putting 
more emphasis on 4-H Clubs and Fu- 
ture Farmers of America. A number 
of other stations also cited increased 
emphasis on 4-H Clubs and FFA as 
part of an effort to attract more voiing 
audiences to farm programing. 

More stations are adding direct lines 
to crop exchanges to get up-to-the-min- 
ute reports on prices and movements 
of goods. Television stations are focus- 
ing cameras right on the board itself. 

Farm directors, long big users of 
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Buckey Walters, platter -spinner de- 
luxe, brings a New Selling Sound to 
KMBC-KFKM by punctuating commer- 
cials and cbatter with clever piano back- 
ground. ONE announcement on his 
"Tune Time" produced 3.653 replies! 
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The big news in Kansas City radio is the 
New Sound on KMHC KFRM By complete- 
ly overhauling old programming concepts, 
KMBCKKUM have introduced a new type 
of rndio service Hint's tailored to today's audi- 
ence demands. New variety new personali- 
ties, new formats, new impact — they're all 
woven into every hour of every broadcast day. 
This inspired local programming, combined 
with the best from tho ABC Network, pro- 
duces radio that sells as it serves I Your 
Colonel from Peters, Griffin, Woodward, Inc. 
can tune vou in on the New Selling Sound of 
K.MHC KFUM, 
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tape for recorded interviews away from 
the studio, are increasing this kind of 
news sen ice. KGNO, Dodge City, now 
features such recorded interviews on 
every show. KTBH. Tyler. Tex., re- 
cently added a mobile news unit for 
its Farm Fare show. 

Ratings are the prime method for 
judging the kind of programing farm 
listeners like hut there ha\c also been 
a couple of studies made to dig out 
information on program popularity. 

As part of a continuing series of 
studies on radio and television listening 
done by graduate students of Ohio 
State I diversity, a study of radio pro- 
gram preferences of rural listeners in 
Central Ohio was made in August with 
the cooperation of WRFD at the Ohio 
State Fair. Usable questionnaires were 
fdled out by 2.314 men and women of 
whom 1.525 lived on farms or in rural 
communities and 7">9 lived in medium- 
sized or large cities. 

While the collection of information 
at the fair grounds could not provide a 
true cross-section of Ohio farming 
population, it was found that the pro- 
portions of respondents by age and 
economic group corresponded fairly 
closely to the proportions shown in the 
1950 census, except that the proportion 
of those with high school or college 
education was higher than reported by 
the census. More than 90^ of those 
answering bad tv at home. 

One question asked respondents to 
check, from a list of U> different types 
of shows, the six they liked best. A 
tabulation of answers turned up some 
striking differences as well as similari- 
ties between farm and city people. 

Top preference among both rural 
men and women was old time music 
and. interestingly enough, this was fair- 
ly popular with the city group, too. 
.General news and commentary was the 
second preference of rural women and 
the third preference of rural men. The 
second preference among rural men 
was farm information and the third 
preference among rural women was 
homemaker shows. I Rural women in- 
dicated thev were onl\ moderateb in- 



*OUR 10th ANNIVERSARY 
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Tke CofttUteit^oi 
Dioide Station 
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SYNDICATED 
SHOWS IN 
ROANOKE 



out in front in many other markets, too. 

Los Angeles — #1 show in its 

time period for months, audience 
share over 30% in this 
seven station market 

Tulsa — 60.7% share of audience 
in competition with two popular westerns 

Memphis — First in time period, 
45.9% share-, 11.9 rating 

Hitch your sales message to the 
show most bought by audiences, 
SHEENA, QUEEN OF THE JUNGLE. 

Source: ARB 

Write, wire, phone 



ABC FILM SYNDICATION, INC. 

10 East 44th Street New York City 
OXford 7-5880 
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FIRST IN DETROIT 

• PROGRAMMING 

• EXPERIENCE 

• SALES RESULTS 

ASK DETROITERS 



WORLD'S FIRST RADIO STATION 
Owned and Operated bv THE DETROIT NEWS 

National Representatives: 
PETERS, CRIFFlN, WOODWARD, INC. 



IN AND AROUND 
COLUMBUS, GEORGIA 



CHANNEL 

WRBL-TV 



p, 




referred * 
Viewing 

I I -COUNTY AREA - NOV. '55 

402 °'404 



METROPOLITAN FEB. '56 

298^416 

• COMPETITIVE QUARTER HOURS 
WEEKLY - - TELEPULSE 



CALL HOLLINSBERY CO. 



terested in farm information. ) Fourth 
preference among rural men was popu- 
lar dance orchestra?, which was num- 
her one preference among citv men 
and women. Fourth preference among 
rural women was quiz programs, which, 
were only moderate!) popular with 
rural men. Baseball play-by-play was 
popular among both rural men (fifth 
preference) and city men. though citv 
men showed much more interest in 
football play-by-play than rural men. 
Fifth preference for rural women was 
popular dance orchestras. Sixth pref- 
erance for both rural men and women 
were religious programs. 

The W ban North Texas study re- 
ferred to above also measured radio 
program preferences among rural and 
urban audiences, except that the Whan 
study separated farm from village re- 
spondents. Order of preference among 
farm women was (1) news broadcasts, 
(2) religious programs. 1 3) audience 
participation shows. (4) old time 
music, (5) popular music, (6) come- 
dians. 

Preference among farm men was as 
follows: 111 news broadcasts. (2) old 
time music (3) religious programs. I 4) 
comedians. (5) talks on farming, (6) 
audience participation shows. 

The differences between farm and 
cit) program preferences are not al- 
ways so great that a farm show can't 
corral some urban listening, too. As 
a matter of fact, it is the opinion of 
the Petry organization that the top 
farm shows (in terms of audience size) 



oft 



en 



of citv 



,e a good sprinklin^ 
people listening. This is a reverse 
twist for the agencx man who contends 
that be can do a good job in reaching 
farm listeners with general types of 
programing. One reason for the listen- 
ing of citj people to farm-type shows 
is thai main urbanites are not far re- 
moved from farm life itself and still 
have emotional ties to farming. Some 
farm shows attract (and are aimed at) 
cit) people who take vegetable garden- 
ing seriously. KFAB, Omaha, which 
considers its first obligation is to its 
rural listeners, says il is able to get a 
good proportion of urban listeners by 
a lively, fast-paced format in its rural 
programing. 

The trend tow ard music and news on 
radio stations also lends to break clown 
the line between rural and urban lis- 
tening. Peters. Griffin and Woodward 
jeports that in an increasing number 
of cases a lot of music is being pro- 



gramed around farm personalities. This 
probably results in main city listeners 
inadvertently catching chunks of farm 
programing as part of their music 
listening. In cases where this farm 
programing has to do with political 
issues affecting the farmer, the city 
listener who li\es in a farm belt is un- 
doubtedly often interested enough to 
listen willingly. Others inav listen to 
straight farm programing out of sheer 
interest or curiosity. * * * 

COMPARACRAPH NOTES 

(Continued from page 104) 

l>in: N1U\ Tu 7:45-8 nm; CliS. alt Sa 

lo in :so pm 
Staley Mlg. R&R: CBS, alt F 11:15-11:30 ara 
Standard Brands. Bates: NBO, Tu&F 2:43-3 pin; 

CBS M 12-12:15 pm ; M 10:30-10:45 am 
State Farm Inc.. XLAK : NBC. F 10:5011 inn 
Sterling Drug. DFS: ABC. F 9:30-10 pm; NBC. 

WA.-F 4:45-5 pm 
Sunbeam. Perrtn-I'aus: NBC, alt Sa S-9 pm; 

NBC. Sa 1:13-5:15 pm approx 
SweLts Co., Moselle A.- Klscn: CHS. all Sa 11:30- 

12rt; alt Su 1-1:30 pm 
Swift, McE: NBC. M 2:45-3 pm. all Sa 11:30-12 

noon; CHS. V 10-10:15 am. 2:43-3 pm .S; 

3::)U-3:43 pm: ABC alt Th 7:80-8 pm 
Sylvanla, JWT: CBS. Sa 7:30-8 pm 
Time, Inc., Y&R: NBC, alt W 7:45-8 pm; CBS. 

alt F 10:30-11 pm 
Toni Co., North. Tatham-Lalrd: CBS. alt M 8:30- 

9 pm: alt W $-8:30 pm; Th 10:15-10:30 am; 

Th 3:30-3:45 pm; NBC alt. Sat. 7:30-S pm; 

alt M 8:30-9 pm : alt F 8:30-9 pm 
Union Carbide & Carbon, Mathes: ABC. Su 9- 

10:30 pm 

U. S. Rubber, F. D. Richards: NBC, Sa 1:13- 
5:13 pm approx. ABC. alt \V 8:30-9 pm 

U.S. Steel. BKDO: CBS. alt \V 10-11 pm 

Vick Chem. BBDO: NBC, alt F 9:30-10 pm : alt 
Tu 7:30-7:45 pm 

Warner-Lambert, K&E: NBC. alt Sat 10:30-11 
pm 

Welch Grape Juice, DCSS: ABC, Tu 5:15-5:30 pin 
Wesson Oil. Fitzgerald: CBS. Til 12 12:15 pm : all 

Tu 3:30-1 pm; NBC, alt Sa 9-10 pm 3 uks 

in i 

Wcstinghouse, Mi-E: CBS. M 10-11 pm 
Whitehall Pharm., Hates: CliS, M. Tu. Th 0:15-7 

pm & 7:15-7:30 pm; alt Tu 7:30-8 pm 
White Owl. Y&R : NBC. Sun U> :<" 11 pm 
Zenith, liimo NBC. Sa 1:15-5:15 pm approx. 
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"KRIZ Phoenix started me doing it 
myself and you know how it is — 
add a bench saw here, a screw 
driver there — " 
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MILWAUKEE 
< &7 Mi.) 



ROCKFORD 




C 90 M.I.) 



in RESULTS 



Advcrtiicrt experience proves "REX't" 
obility to produce tales . . . the most, 
occurote measuring stick of any 'promo- . 
tional effort. 

. . . in VIEWERSHIP 

WREX-TV is favored by viewers in the 
WREX-TV "Grade A" area' by better 
thon a 3 to 1 margin.' This fact has 
been brought out in an extensive view- 
crship survey Just recently completed. 
This dominant leadership results in a far 
lower cost-per-thousond . . . making 
WREX-TV your "best buy". 

market power! , 

NOW No. 2 Morket in Illinois and 
GROW I N G — hos currently under 
constructian $25 million in expanded 
manufacturing and retoiling facilities. 
Are yaur sales messoges /eoching 'this 
morket untouched by either Chicogo or 
Milwaukee, 90 miles owoy? Only one 
VHF station cavers this orea — 



^ ROCKFORD. ILLINOIS 

mm wrex-tv 

VgJxjr channel 13 

^•Wr^ CBS • ABC AFFILIATIONS 

telecasting in color 
REPRESENTED BY 

H.-R TELEVISION, INC. 



BRIEFLY 

(Continued from page 77 I 

tract with the national!) known Bock\ 
Mountain News vvherebv the paper will 
sponsor 1,300 KOSI newscasts over a 
) ear's time. Even Saturday there will 
he a 10-prograin saturation to promote 
the paper's new American Weekly 
Sundav supplement. Newscasts were 
sold on a "straight time basis with no 
deals or trades whatsoever" announced 
KOSI president. David \I. Segal. 

* * * 

All-night broadcasting was resumed 
on K\BC, San Francisco, as of 10 Oc- 
toher. Expansion of the KNBC sched- 
ule marked the first all-night hroad- 
casting on the station since November 
1955. . . . Latest station to add a mo- 
hile transmitter to its operation is 
KGB, San Diego. . . . WWDC. Wash- 
ington. D. C is diverting some of the 
energy usually expended on political 
name calling this election season into 
a contest to name the Democratic don- 
ke) and the Republican elephant. Con- 
test, for radio tiniebu)ers only, fea- 
tures an inauguration trip to the 
Capital as first prize. 

* * * 

KSIX-TV, Corpus Christi, Tex., 
started hroadcasting 18 days after the 
first cement was poured for the sta- 
tion's foundations. The CBS affiliate 
went on the air 30 September. . . . 
Detroiters saw the 1957 Ford in a 
color-tv sneak-preview over the motor 
capital's Storer station WJBK-TV. . . . 
Today, with Dave Garroway is no 
longer simply the name of an NBC TV 
show. It is also the name of a new 
game patterned after the program of 
the same name. It will retail for $3.95. 



Weather being such an 



interesting 



subject to so main people, and hence 
a source of tv advertising revenue, 
many station weathermen are boning 
up on the subject. Most recently spon- 
sor received word that Don Kent, 
WBZ-TY, Boston, has completed a two- 
week course at the Massachusetts In- 
stitute of Technology in understand- 
ing hurricanes. 
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100% NEGRO PROGRAMS 



IN NASHVILLE, TENNESSEE 



CFOR 



RADIO 



5000 



WATTS 

SERVING & SELLING 
CENTRAL ONTARIO 

FROM 



ORILLIA 



* 



Total Weekl) BBM— 42.090 
Radio Homes 

Reps: — Stephens & Towndrow 
Ltd.. Toronto & Montreal 
Canadian Station 
Representatives, U.S.A. 

*ORILLIA is located 80 miles 
north of Toronto in the heart of 
the rich Central Ontario 
market. 



STATEMENT REQUIRED BY THE ACT OF 
•U'OUST 21. 1912. AS AMENDED BY THE 
ACTS OF MARCH 3. 1933. AND JULY 2, 1916 
(Title 39, United States Code, Section 233) 
SHOWING TITE OWNERSHIP, MANAGEMENT, 
AND CIRCULATION OF 

SPONSOR, published bi-weekly at Baltimore. 
Maryland for October I, I9SB. 

1. The names and addresses of the publisher, 
editor, managing editor and business managors 
are: 

Publisher and Editor: Norman R Glenn, Mama- 
roneck. New York. 

Executive Editor: Miles David. New York. N. Y. 
General Manager: Bernard Piatt. New York. N. Y. 

2. The owner Is: SPONSOR Publications Inc., 
New York. New York. 

Stockholders owning or holding I percent or more 
of total amount of stock: 

Norman R. Glenn. Mamaroneck, N. Y'. ; Elaine C. 
Glenn. Mamaroneck. N. Y. ; Ben Strouse. Balti- 
more, ltd. ; Ruth K. Strouse. Baltimore. Md. ; 
William O Nell. Cleveland, Ohio: Henry J. Kauf- 
man. Washington. D. C. ; Pacell Bloom. New York, 
N. Y.; Pauline II Poppele, New York. N. Y. : 
Edwin D. Cooper. North Hollywood. Calif.; Henry 
J. Cooper. Brooklyn. N. Y. : Judge M. S. Kron- 
helm, Washington. D. C ; Norman Reed. Wash- 
ington. D. C ; Adele Lebowltz. McLean. Va. : 
J. P. Williams. Dayton, Ohio; Jerome Saks. Wash- 
ington. D. C. : Catherine E. Koste. Hawthorne, 
N Y. : William B. Wolf. Washington, D. C. ; 
Harold Singer. Washington, D. C : Bernard Piatt. 
Now York, N. Y. ; Arnold Alpert. New York. N. Y. 

3. The known bondholders, mortgagees, and 
other security holders owning or Molding I percent 
or more of total amount of bonds, mortgages, or 
other securities are: NONE. 

■1. Paragraphs 2 and 3 Include. In cases where 
the stockholder or security holder appears upon 
the books of the company as trustee or In any 
other fiduciary rotation, the name of the person 
or corporation for whom such trustee Is acting ; 
also the statements In the two paragraphs show 
the affiant's full knowledge and belief as to the 
circumstances and conditions under which stock- 
holders and security holders who do not appear 
upon tile books of the company as trustees, hold 
slock and securities In a capacity other than that 
of a bona fide owner. 

Hernard Piatt 
General Manager 

Sworn to and subscribed before me this r>th day 
of September. I!i"iii. 
SEAL: Laura Oken 

(My commission expires March 30. IfOS.) 
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ADVERTISERS' INDEX 



•Milestone 



contimutu* 



lupin -II..- 

median- nx smooth, vtcll 

written script* for a vitriol) 

of «!•«•*. 

"THE polish g:n'.us" 

Ignace |an Padercwski 
Born: November 6, I860 
•'OUR VICTORIOUS VETERAN" 
(Vet's Day. I918-I956) 

November II, 1956 
"OUR DAILY BREAD" 
Thanksgiving Day 
November 22, 1956 
"THE MISSISSIPPI YANKEE" 
Mark Twain 
Born: November 30, 1835 

"Mil.-si.iii.-s" i» msiilal>l«- f"> 
. oiniii.'i . i ll spoii-orsliip — !•>■'• your 
local station-- for tit-tails. 



BROADCAST MUSIC, INC. 

NEW YORK • CHICAGO • HOLLYWOOD 
TORONTO • MONTREAL 



whol 

Music-News Station 

in the 
Rich Lehigh Valley 

.p$(j£> Paul H. Raymer Co., Inc. 

** WHOL 

— ./*/,<■/ : W> tf«> <li«£ 




Allentown, Pa. 
WAZL WVDA 

Hazlston, Pa. NBC-MBS Boston, Mass. ABC 

WIDE WHLM 

Biddeford-Saco, M*>. MBS-Yanlcee Bloomsburg, Pa. 




126, 



127 
130 
10, 11 

_ 14 
90 
IS 
23 
55 
SI 
67 



ABC Film 11 
Broadcast Music, Inc. 
<"15S Badio Spot Sales 
Harrington, Kighter & Parsons 
Keystone Broadcasting 

.Mid-Continent Croup . . . FC, 

XT A . 22, 
Peters, (Trillin & Woodward, Inc. ..!>■!, 
Sana 

St over Broadcasting . .... .. tjfi, 

CKHW, Detroit 101 

KAIIC-TV, I. os Angeles 65 

KHHI, Hollywood fi 

K'CMC-TY, Texarkana 112 

KCJIO, Kansas Pity 1BC 

KCS.I-TV, Pueblo ... SS 

KKIU1, ICugene 112 

KFEy, St. Joseph 117 

KHOL-TV, Kearney 123 

K'l.OIl, Portland .... . 89 

KMBC-TV. Kansas City 126 

KM.I-TV. Fresno no 

KXl'Z. Houston ..... 12 

KI'Q. AVenatchee s 

KPBC, Houston 4S. 49 

I\PKC-TV, Houston 1FC 

KlilH, Thoenix 125, 12S 

KBOD-TV. Kl Paso .. 130 

KliOX-TV. San Francisco 25 

Houston .... 77 

Tacoma 91 

Houston 125 

TV. Houston B9 

Deliver 15 

TV, FuKcne 131 

KWKH. Shreveport 7 
I\XHF-TV. Butte . 1 1 2, 11 6, 1 26. 127. 1 2S 



K'TIIT. 
K TXT, 
KT1! II. 
KTI1K- 
KTVH, 
K \ T A 1 a- 



WAPH-TV, 15a ton I loupe 
WAOA-TV, Atlanta 
WAVR, Louisville . 
W1SAY-TV. (Jreen Bay .. 
WBXS, Columbus 
WBBZ-TV, Baton lionffe 
WBT. Charlotte 
WCCO, Minneapolis 
WDB.l-TV, Boanoke 
\\ r FHT-T\', Henderson 
WFAA-TV, Dallas 
WFBIi, Baltimore 
WFSIY-TV. Greensboro 
WCII, Xewport Xews 
W'CK-TV. Buffalo 
\V~IIOB, Allentown 
Willi;, Philadelphia 
\V1 BW-TV, Topeka 
Wl HS, DansiiiK 
WISC-TV, Madison 
WITX-TV, Washington. X. C 
W.I AC-TV. Johnstown 
W.J M 1 '-TV. Jacksonville 
W.I I M -TV. I ..arising 
tt'Kjfi. Ft. Wayne 
WK'DO. Houisville 
WKOW-TV, Madison 
WKZO. Kalamazoo 
U'ill'S, Memphis 
WMT-TV. Cedar Bapids 
WXAX, Yankton 
WXBK-TV, Binghaniton 
WXBQ, Chicago 
WOKY. Milwaukee 
WPFX, Philadelphia 
WHBB-T\*. Columhus 
WBC. Washington 
W II F.N -TV. Bock ford 
WBKD, Worthiugtoti, Ohio 
WSli. Atlanta 
WKBT-TV, South Bend 
WSBA, Oklahoma City 
WSJ S-TV, Winston-Salem 
WSM-TV, Xashville 
U'KOK, Xashville 
WS CD-TV, Toledo 
WTOP, Washington 
WTBF-TV, Wheeling 
H'TVT, Tampa 
ft'tt'nr, Washington 
AY W.I. Detroit 
WXFX-TV. Bichinond 
WNIX. Milwaukee 



This index Is intended as a service feature, As com- 
plete and accurate as possible hut SPONSOR cannot 
be responsible for chanties too late to be recorded hero. 



KROD-TV 



chainict^4 



MORE ON 
CHANNEL 

in the El Paso 
Southwest! 



• KROD-TV dominates El ra.o 
County* 

• KROD-TV is the only station 
to reach Alamogordo (set 
penetration 80%) and Sil- 
ver City (61). 

• 98% reported Excellent or 
good reception for KROD- 
TV in Las Cruces (81.3 
penetration) while only 10% 
reported the same for sta- 
tion "B" 

•March 1956. Telepulse and Telepulse on 
set ownetBhip. 



KROD-TV 

CHANNEL 4 

EL PASO texas 

CBS - ABC 



AFFILIATED with KROD-600 kc (5000w 
Owned b Operated by El Paso Times, Inc 



Rep. Nationally by the 8RANHAM COMPANY 
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Newsmaker 
of the week 




Oliver Treyz: Facts at 175 miles per hour 

The idea hit TvH President Oliver Treyz as he rode into town one 
morning a few weeks ago why not a "memory bank" for the tele- 
vision industry to pro\ide those facts instantaneously which now 
take advertisers weeks to assemble? 

Treyz was reading a newspaper account of IBM's new .'M5 
RAM AC, an electronic data proc- 
essing machine that holds five 
million characters in its memory, 
comparable to a housewife with 
five million strings on her fingers. 
Within two days. Treyz and TvU 
were among the first organizations 
in the country to order this unit. 

The machine will be delivered 
in about 18 months. Its potential 
among advertisers will be limited 
only by what information lias 
been fed into it and by the imag- 
ination of those who question it. 

Through RAMAC. agencies and advertisers will have instant ac- 
cess to the most current facts and figures on television advertising. 
As fast as new data becomes available, it will be stored in the 
memory of the machine for use the next minute or the next year. 

An advertising agency seeking up-to-the-minute information on 
sponsorship history of auto tires might immediately receive a com- 
plete rundown covering network and national spot — by time periods, 
brands, dates, dollars invested, etc. in any conceivable form. This 
is the kind of information that now takes so long to get it's often 
out of date before research is completed. 

"RAMAC will be our highest paid employee since it rent> for 
S3. 200 a month," Treyz says, "and will occupy the biggest office. 
It weighs two and one-half tons and measures 20 x 20 feet, but 
that s nothing when vou consider how niariv miles of files it will 
replace." 

It types at the rate of 80 lines a minute, and stores its data on 
electronized plastic disks which, as Treyz puts it. resemble "instant 
pizza pies." The selector arm that plucks out and correlates these 
disks travels at a speed of 175 miles per hour. 

'it won't replace the timebuj er»" Treyz says, "but it sure will 
free him from the clerical work that now swamps him. It won't 
cut down on agency's subscriptions to research either. Actually 
when the machine gets into use, it should open up nianv new area? 
for future research.'' This is because it will — in addition to answer- 
ing — keep track of questions asked, thus pointing up what informa- 
tion is most sought and what gaps in research should be covered. 

Treyz envisions the machine as the brain-core of a television 
information center to be known as TELEV1C, and is trying to get 
those letters as a telephone dial number. 

(For additional tSensmnkprs see next page.) 
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SPONSOR 
GOES 
WEEKLY 

27 OCTOBER 

WITH A 
FOUR-POINT 

EDITORIAL 

PROMISE 



1. essential reading 

2. useful reading 

3. fast reading 

4. easy reading 



// complete weekly wrap-up 
in depth for busy agency 
and advertiser readers. 
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Joseph Daffner ha» been appointed direc- 
tor of advertising and merchandising for 
Lanolin Plus. Inc.. according to eompam 
president Dr. J. Schullz. Daffner was 
formerl) \ .p. of No rex Laboratories, pro- 
prietary division of Schenlev Industries. 
New \ork. where be was at the age of 34. 
one of the youngest executives in the 
compaii}. Previous to his association with 
Schenlev. Daffner was with the Gillette Safety Razor Co. and Dow 
Corning Corp. Lanolin Plus is now introducing its Lanolin Plus 
Liquid — Medicated to the facial lotion market over NBC's Break 
the $250,000 Bank with Bert Parks and CBS's Xarne That Tune with 
George DeWitt. Current in-store merchandising plugs the new- 
product and ties it in with Parks' Break the $250,000 Bank. 



Thomas D'Arcy Brophy, chairman of the 
board of K & E has announced that the 
I heme for the N'alional Advertising Week 
celebration for 1957 will once again he 
"Advertising Benefits YOU!" The slogan 
has been used for the past two years, 
v m. Planned for the week of February 10th. 

the annual observance of the contributions 
advertising has made towards American 
expand into a variety of new media not previous! \ used. 
Live broadcasts on radio and tv, animated film ""trailers"' for tv 
and a new campaign of editorial and advertising fillers for maga- 
zines were some of the ideas adopted 1>\ this \ ear's committee 
of which Brophy is the chairman. Cunningham and Walsh will 
act as the task force advertising agenc) for Advertising Week. 
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Harry & Bert Piel reign supreme as the 
favorites of lliose t\ \iewers who pay 
very close attention to the commercials, 
according to survevs conducted b\ the 
\nierican Research Bureau during May 
and August. Harr\ and Bert have been 
with Picls for about a \ear now and prior 
to their association with the beer company 
were irritating figments of the imagination 

of Ed Graham. Jr. then on the Y. & R. staff. It was V. & R. that 
farmed the brothers out to CPA where they base been cavorting 
on celluloid ever since. Runner ups in the ARB surveys were com- 
mercials for Datum's Beer (also l T P\l. Raid and Alka-Seltzer. 
When sponsor questioned the brothers (now vacationing on Piel 
Island) about their popularity Bert replied, "'it's an amber paradox! 
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THE WHEELING MARKET IS ONE OF THE FASTEST GROWING MARKETS IN AMERICA! 



"The boom that runs a thousand miles.' 
"JF'/f/i secondary industry yet to come . 



The word is getting around! Fortune Magazine ealls it 

And also observes, 
. the Oliio boom is 

still in its infancy.'' 
The Magazine of W all Street states: 

"In tliis Valley of the Ohio history is being uritten. In a decade 
modern pioneers confidently invested hundreds of millions in 
new j>lants and still more are plan tied, , * 
WTRF-TV, Wheeling, W. Va., is the Number One advertising 
medium in this rieh industrial heartland. 

In any advertising campaign aimed at America's TOP markets, 
remember the booming Upper Ohio Valley, and its dominant, 
powerful advertising voice, WTRF-TV, Wheeling! 



ADD $300,000,000,00! 

Dim Mnthipson Chemical and He- 
vert- Copper and Brass form Dlin- 
lievere Met diss Corporation . . . will 
lociite 2:i miles south of 'Wheeling 
. . . s23 1,000,000.00 company will 
produce M0.0O0 tons of primary 
aluminum a year . . . additional 
22">. 000 kilowatt electrical senernt- 
iiiK unit to be constructed to serve 
the aluminum plant. 



a station worth watching" 



wtrf-tv 



St' ^ 



Wheeling 7, West Virginia 




For availabilities and complete 
coverage information — Call 
Hollingbery, Bob Ferguson, 
VP and General Manager, 
or Needham Smith, 
Sales Manager, 
Cedar 2-7777. 



reaching a market that's reaching 





,jp 316,000 watts 

Equipped for network color 



k£L/JSifL JLu new importance! 
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YOU MIGHT RIDE 4,S7i WINNERS * — 

BUT... 



6-COUNTY PULSE REPORT 
KALAMAZOO-BATTLE CREEK AREA— MARCH, 1956 
SHARE OF AUDIENCE— MONDAY-FRIDAY 





6 a.m. 
12 noon 


12 noon 
6 p.m. 


6 p.m. 
midnight 


WKZO 


37% 


34% 


32% 


Station B 


19 


19 


19 


Station C 


8 


9 


9 


Station D 


7 


7 


7 


Others 


29 


31 


32 


Sets-ln-Use 


23.0% 


23.0% 


19.4% 



SOTK: Hal lie Creek's home, county (Calhoun) icas included in 
this I'nlse sampling and provided 30% oj all interviews. The 
other fire counties: Allegan, Harry, Kalamazoo, St. Joseph and 
I an I In r en. 



YOU NEED WKZO RADIO 
TO COME IN FIRST 
IN KALAMAZOO-BATTLE CREEK 
AND GREATER WESTERN MICHIGAN 

You don't need a form sheet to discover that WKZO is you 
best radio buy in Kalaina/.oo-Ballle Creek and Great! 
Western Michigan. 

I'nlse figures, left, tell the story. WKZO gels between 6J?9 
and 94% more listeners than the next station — mornim 
afternoon and night! 

Your Averv-Knodel man has all the facts. 




Me .%>/?e> iflaftoHi 

f/ 

WKZO-TV — GRAND RAPIDS- KALAMAZOO 
WKZO RADIO — KALAMAZOO-BATTLE CREEK 
WJEF RADIO — GRAND RAPIDS 
WJEF-FM — GRAND RAPIDS-KALAMAZOO 
KOLN-TV — LINCOLN, NEBRASKA 

Associated with 
WMBD RADIO — PEORIA, ILLINOIS 




CBS RADIO FOR KALAMAZOO-BATTLE CREEI 
AND GREATER WESTERN MICHIGAN 

Avery- Knodel, Inc., Exclusive National Representative 



Jockey Johnny l.ongden set this n< w world's record at Del Mar, California on September I, !'>■% 
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REPORT TO SPONSORS for 15 Oelolier 1J).»« 

(Conf iiuu'tf from |><(</<* 2) 



One buyer's quiz 
re feature films 



Campbell buying 
spot radio 



Lanvin adds radio 
for males at Xmas 



Burnett sifting 
rating services 



UHF problem 
in deep freeze 



No exclusive ally 
for soap operas 



What do buyers of time want to know from stations that are converting 
to feature f ilm in non-marginal hours? John Cole, Chicago McCann- 
Erickson's media director, suggested the following items to SPONSOR: 
(1) what signs are this feature programing showing of capturing the 
market ? (2) what kind of an audience composition is it getting? (3) 
how many commercials are spotted in each feature, running (a) 60 min- 
utes ; (b) 90 minutes? (4) what established local personalities - 
listing their background - are serving as h osts or hostesses for these 
and (5) what is the pattern of audience turnover? (For article sur- 
veying impact of feature film on spot, ratings, see page 27.) 

-SR- 

Franco-American, a division of Campbell Soup, is due back in radio 
soon — about 20 markets - through Leo Burnett, Chicago. The product 
is spaghetti and the objective: increase consumption in selected 
markets where the distribution is especially good. Other radio buys 
on the fire: (1) Vick's cough syrup (BBDO) , 16 weeks of daytime min- 
utes; (2) Roma Wine (FCB, S.F.), day and night minute saturation, 8 
to 20 weeks in around 15 markets; (3) Welch Tomato Juice (Richard K. 
Manoff), minutes and chainbreaks for 13 weeks and more early November. 

-SR- 

Lanvin perfume is slanting its pre-Christmas campaign exclusively 
toward m en on premise that during the gift season they buy practi- 
cally 100% of all perfume. Throughout the year the male ratio of 
purchase is 70%. In addition to I.D. packages in major cities Lanvin 
will use a daily 5-minute Wall Street report in ne twork radio . The 
entire Lanvin account — exclusively tv and magazines the past 3 
years — has been taken over by North Advertising, Chicago. 

-SR- 

Leo Burnett has embarked on a study of its own to determ ine why 
there's such "wide_ variations" between the various rat ing serv ices. 
Upon the results of this study will rest the extent of the agency's 
use of the Nielsen reports versus those of ARB and Pulse. Probe by 
agency's media research includes asking each service to submit its 
version of why ratings differ. Burnett is now buying a number of 
Nielsen markets to test how this data compares with ARB and Pulse. 

-SR- 

FCC's uhf proceedings appear to be stalled in dead center. Indica- 
tions are that FCC will make no move toward solving problem of de- 
int ermix t ure of uhf and vhf markets or any related matter until some 
overt act ion from C ongress . Latest tipoff of FCC's attitude: parties 
interested in uhf proposals have all the time they want to submit 
additional arguments. Commission had previously set a 1 October 
deadline . 

-SR- 

For the nostalgically inclined the date, 2 9 Oc tober 195 6, represents 
a kind of e nd t o an er a. For the first time since the advent of the 
soap opera in network radio there w on't be a single soaper with a 
s ing l e sponsor. The last one of that breed, "Aunt Jenny," (Lever 
supported for many years) will have departed the day before. For 
the soapers on all nets it's now segment or minute participations. 
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SPONSOR 

SPEAKS. 




Our last bi-weekly 

This is the last bi-weekly SPONSOR, 
the 229th issue we've put to bed in 10 
A ears of publishing. Perhaps we should 
reminisce about that decade. It's been 
good to us. Hut were so loaded-down 
with thoughts and plans for the new 
sponsor weekly to he unveiled 27 Oc- 
tober that we have nowhere to look 
hut forward. 

Perhaps we can look forward and 
backward at the same time by telling 
you how the new vveekl) will compare 
wilh sponsor bi-weekly. (We're saving 
our nostalgia for the 10th anniversar) 
section in I he 27 October firs! weekly). 

In some respects \oifll find the 27 
October issue of SPONSOR a brand-new 
magazine from the new cover color 
(blue) to the new headline type (a 
modern, sans-serif face). Hut the hard 
core of SPONSOR will remain un- 
changed. It will continue to he the 
interpret i\ o article magazine of tele- 
vision and radio advertising. It will 
continue to campaign hard for indus- 



try issues, jusl as the monthly and 
later the bi-weekly sponsor fought 
\ear afler \ ear for industry improve- 
ments like the establishment of an 
RAB and T\ B. an industry tv set 
count, the publication of spot spending 
figures, and dozens of other vital 
causes. 

On top of our nucleus of use articles 
(which you'll find made shorter and 
easier to read hv near eliminations of 
jumps), we've added many new dimen- 
sions, sponsor weekly will he a news 
magazine covering only the essential 
news of the week. We will coyer the 
news in these six hasic ways: 

1. Through a weekly newsletter 
called sponsor-scope which will boil 
down the most important events of the 
week for busy advertising executives, 
concentrating only on that which has 
greatest significance — and drawing 
conclusions. 

2. Through a departmentalized news 
section which will make it easy to find 
news of each branch of air advertis- 
ing. This section, which will he called 
News & idea WRAP-UP. will have a 
unique ingredient. In addition to 
quick-reading news, it will contain in- 
formation of a type which has rarely 
been published before — ideas in use at 
companies throughout advertising and 
broadcasting. 

3. Through profiles of people mak- 
ing the news in the form of a new fea- 
ture. Newsmaker of the Week. 

1. Through a report from the na- 
tion's Capital, Washington Week. 

5. Through a report called sponsor 
Hears which looks ahead of the news 
to coming developments. 

6. T hrough up-to-the-minute reports 
on upcoming spot tv and radio cam- 
paigns called Spot Bins. Were 1 pin- 



ning some of our fondest hopes on this 
feature and we've set for ourselves the 
highest standards of accuracy, signifi- 
cance and completeness. 

Sponsor's combination of slick arti- 
cles and extensive news coverage is 
unique in publishing industrv history. 
sponsor is the first publication to at- 
tempt to blend the two. 

You. the reader, will be the judge of 
how well we've done with our con- 
cept. Are we meeting the following 
basic sponsor goals? 

1. Giving you a magazine which is 
easy to read, pleasant to read, quick to 
read, and highly, useful? 

2. Giving you a magazine which 
covers the essentials of television and 
radio advertising in terms of facts, 
figures and analysis and the heart of 
the news. 

* * * 
Farm trend to watch 

There arc three reasons why special 
attention should he paid to the farm 
market by adv ertisers. First, it's big. 
Second, it's changing fast. Third, 
things are happening to farm radio-tv 
programing. 

Most advertisers who go after the 
farm market are alert to its size and 
dynamics. But it's not at all certain 
they re wise to the fact that many sta- 
tions have been quietly expanding 
their farming programing. About a 
third of all radio-tv stations answering 
sponsors questionnaire for the cur- 
rent Farm Section reported the) had 
increased their farm programing dur- 
ing the past 12 months (see page 39). 

We can only conclude that this is 
heinji caused by more business, more 
audience or both. And that's a tipoff 
that farm radio-tv is a fertile medium. 



10-SECOND SPOTS 



IIBIM) lias set up an internal cam- 
paign to encourage employee use of 
clients products, and is st idling little 
enclosures into the pav envelopes of its 
2.100 employees. One goes this wav : 
"Confucius snv. 'BBI)Oei> who buy 
competitive product gel pav check 
from wrong agency.""' No matter what 
Confucius >a\. ue sav the shock of 
finding any little slip in our pav en- 
velope might make ns too nervous to 
remember our own name let alone a 
brand name. 

Grey Matter, houw organ of Grev 



\<lv ertisiirg. also feels people who 
market brands "believe iir the brands 
but too many of them don't live the 
belief."' aird that aloirg \d Alley you 
hear calls for martinis, manhaltans. 
scotch-on-the-rocks. but rarely a call 
for a specific trade name. \ reforma- 
tion could result in novel bar-orders: 
1ST \I)\1A\: \ Bloo.lv Man with 
W olfschmidt vodka and Campbell's to- 
mato juice. 2M) \I)M AN : T he same, 
onlv make mine with Smirnoff aird 
Heinz. 3RD \I)\1A\: 1 got no liquor 
accounts, so lemme have arr Fsqnire 
Bool Polish. 



We are glad to report that all 
those 1 afternoon meetings earlv last 
week that tied up so marry key agency 
personnel were of a very series rrature. 

Perils of running long: \\ indirrg 
up his CBS TV Sunday Xeirs Sj>ecial 
last week W alter Cronkile rushed iirto 
his familiar close: "That's the news 
aird this is Walter Cronkite report iirg 
from Maine to the Rockie- aird sav- 
ing " The next thing the WCBS-TY 
audience heard was "Baaah. baaah. 
baaah." as little Sorninex sheep lea]) 
over a fence iirto tire commercial. 
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IN KANSAS CITY 



If you want \ 

o 

pea-shooter power., 
there's a place to go 



but if you want 
50,000 watt coverag 
in radio, 



ts KCMO 




«.p. 



id by K A T Z AGENCY INC 



JOHN BLAIR & CO. 61 A I R TV, INC, 



MEREDITH ^W7ete STATIONS 

affiliated with Better Homes and Gardens and Successful Farming magazines 



Market figures prove families living in 
WXEX-TV Grade B area spend 167% more 
on drugs* than families in Grade B area 
of any other Richmond market TV station 



Amount Spent on Drugs by Grade B Area Families 



Percentage 



WXEX-TV 
Station B 
Station C 



$12,205,000 HEEEI 


^$iai3aoooj 


83% 


$10,155,000 


I 83.3% 



*Cosmetics, toiletries, hair preparations, packaged medications 
Source: Sidney Hollander Associates 



Tom Tlnsley, President NBC B A S I C — C H A N N E L 8 Irvln G. Abeloff, Vice Pres. 

National Reprejentativej : Select Station Representatives in New York, Philadelphia, Baltimore, Washington. 

Farjae & Co. in Chicago, Seattle, San Francisco, Las Angeles, Dallas, Atlanta. 



